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I. Abstract
The aim of this case study is to develop a quality expectations instrument (QEI) to measure 
expectations based upon subjectively perceived quality, utilising a customer perspective and 
perception for a small medium sized (SME) multidisciplinary law firm {law firm) which incorporates a 
tax service function.The thesis is structured into a theoretical and a practical part.
The aim of the theoretical part is to investigate the necessary scientific theory. The investigation was 
conducted to answer the question what characterises modern quality management (QM) and 
furthermore to indicate the methodology of this case study.
The question as to what characterises modern QM is best answered by a literature review. In the 
literature review the concept of quality will be examined, service quality models will be analysed and 
the question how quality can be planned, generated, controlled, measured and improved will be 
answered. The literature review ends by combining two existing models of QM, the Model of 
Donabedian (1966) and the GAP-Model of Parasuraman et al. (1985). Both assumptions were 
derivated into one theoretical dimension-oriented QEI, which focuses on customer expectations.
The section "Methodology" explains the philosophical phenomenological approach of this case study 
and the reason for the most suitable mixed method approach that was used to operate the findings 
of the study. The empirical data collection by an interview and a questionnaire survey is described 
and criteria to ensure face validity, reliability and validity are given.
In the practical part, data were first collected by a semi-structured interview which was further 
developed from the theoretical non-empirical findings. Both, non-empirical findings and the 
qualitative empirical findings and the evalued data were used to develop a questionnaire. The 
quantitative empirical collected data were valued by factor analysis as data reduction technique. The 
outcome was used to develop a QEI to measure expectations utilising the example of a tax service 
system and process of a German multidisciplinary law firm. The case study ends by giving 
recommendations for the evaluation and by illustrating the limitations of this case study. This case 
study is the first step in the process to produce a quality measurement instrument (QMI).
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1 Introduction to the case study
1.1 Introduction
The objective of this section is to give a general introduction to this case study. It will allow the 
reader to understand the background and the focus of this research, how this research was 
conducted and structured. This section will answer the question why this research is useful.
This section also provides information about the motivation for the research undertaken, and it 
explains the research problem in detail. The section concludes with an overview of the contents of 
each of the following sections.
1.2 Background of this case study
1.2.1 The history of tax service in Germany
Tax service in Germany is protected by § 2 Steuerberatungsgesetz (StBerG1). The profession group2 
tax advisors, certified public accountants and attorneys at law are allowed to offer business 
assistance in tax matters (§ 3 Section 1 StBerG).
In contrast to legal advice, tax service can be traced back to a more recent history (Mitteisteiner et 
al., 1999). In the past, tax service was commonly performed by lawyers. First records of self-sufficient 
tax service were found in the literature in 1919 (Zacharias, 1966; Pausch, 1977; Meng, 1991).
Until 1937, the execution of tax service was not protected by law. In 1937 the examination by a 
government test became a prerequisite for admission to provide tax service. The regulations were 
partially exposed during the Second World War due to different appliance in the occupied zones 
(Mitteisteiner et al., 1999). In 1961, the admission for individuals to execute tax service was 
particularly regulated by individual and functional entrance requirements (Bundesgesetzblatt3 I, 
1961). Primarily in 1990, the entrance requirements for tax service and examination assumptions 
were standardised nationwide by Federal law (Bundesgesetzblatt I, 1990). In 1999, a substantial 
amendment was introduced:
1 Tax advisor law
2 According to German law the following admitted professionals are allowed to offer business assistance in tax matters: 
"Steuerberater"(=tax advisors), "Steuerbevollmachtigte"(=tax authorized), "Rechtsanwalte" (=solicitors), "niedergelassene europaische 
Rechtsanwalte" (=admitted European attorneys at law), "Wirtschaftspriifer" (=chartered accountants) und "vereidigte Buchprufer" 
(^certified accountants) (§ S Section 1 StBerG). Section 3 Subsection 2, 3 and 4 of Section 3 regulate that companies, associations and other 
groups, who are allowed to work legally in tax services within the European Union, are also allowed to do this in Germany.
3 Bundesgesetzblatt=Federal law Gazette
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Tax advisors, certified public accountants and attorneys at law were allowed for the first time to 
merge their firms into one multidisciplinary organisation (§§ 44b Wirtschaftspruferordnung4; 56 
StBerG; 59a Bundesrechtsanwaltsordnung5). That was the "genesis" of German so called 
multidisciplinary law firms (Haarmann, 1998).
1.2.2 Human profession development
In 1999, the Federal Chambers counted 174,207 admitted professionals6^  total 
(Bundessteuerberaterkammer7, 2010; Wirtschaftspruferkammer8, 2010; Bundesrechts- 
anwaltskammer9, 2010). The prevailing form of admission was solo practicing (Heilgeist, 2006) with a 
quantity of 78.40%. A solo practicing professional employed two to four employees on average. 
Uncommonly, only a few admitted professionals were employed by other professionals. Since then, 
the profession has consistently grown:
Table 1: Increase of the admitted professionals from 1999 to 2010
59,535 84,169 +24,634 +41.38% 84,169 86,279 + 2,110 + 2.51%
16,881 20,682 +3,801 +22.52% 20,682 20,796 + 114 + 0.56%
97,791 151,054 +53,263 +54.47% 151,054 154,031 + 2,977 + 1.97%
174,207 255,908 +81,701 +46.90% 255,908 261,106 + 5,198 + 2.04%
Source: Author based on the communiques of the Federal Chambers
As Table 1 shows, the quantity of admitted professionals from 1999 to 2009 increased by 24,634 (+ 
41.38%) tax advisors, 3,801 (+ 22.52%) certified public accountants and 53,266 (+ 54.47%) attorneys 
at law. In total, the number of admitted professionals increased by 81,701 (+ 46.90%). From 2009 to 
2010, the number of admitted professionals increased by 2,110 (+ 2.51%) tax advisors, 114 (+ 0.56%) 
certified public accountants and 2,977 (+2.04%) attorneys at law. In total, there are 261.106 
admitted professionals, who are allowed to offer tax service. The trend shows the persistent need for 
professional service in tax.
4 German Public Accountant Act.
5 German Attorney at Law Act.
6 The term "admitted professionals" is used for simplification. Used in this study the following professionals are meant: 
"Steuerberater"(=tax advisors), "Rechtsanwalte" (=solicitors), "Wirtschaftsprufer" (=chartered accountants).
7 Federal Tax Advisor Chamber.
8 Federal Chartered Accountant Chamber.
9 Federal Solicitor Chamber.
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Similarly, another trend can be observed: while the number of admitted professionals grows rapidly, 
less tax, audit and law firms are counted (Heilgeist, 2006). This leads to the conclusion that 
professionals merge for cooperation. This trend can be justified by increasing costs and decreasing 
charges (Wrede, 2009).
The increasing number of admitted professionals has the effect that more and more admitted 
professionals struggle for fewer clients. The logical consequence is reflected in today's situation: 
more employees for less charges, more fields of activity being offered to widen the service field and 
plenty of overtime work to be managed. Firms are under pressure. Single admitted professionals, 
who do not merge, have fewer opportunities. Impressive is the fact that some law firms seem to be 
resistant against this trend. Their financial situation is still excellent. Their clients do not fluctuate, 
even if costs can be saved elsewhere. They are growing, even if other firms are under recession 
pressure.
1.3 Motivation for this research
This case study covers a field, in which plenty of research has already been undertaken during the 
last ten years. The entitled question is: What significance does this research have? In practice, the 
admitted professionals have plenty of possibilities to measure expectations:
Each group of the admitted professionals has QM approaches for its specific type of work in tax, 
audit or law. There are announcements of the chambers of each profession, mainly written with 
scientific background. These announcements and literature are useful for solo practicing tax advisors, 
certified public accountants and attorneys at law and even for those, who work in separated 
professions within bigger organisation forms. Plenty of literature, scientific and more practical, 
articles and handbooks are based on these announcements and complete the needs for solo 
practicing admitted professionals and service firms.
With the existing literature, an approach for each size of a service firm can easily be developed. For 
multidisciplinary medium sized service firms, these approaches are less useful because of their 
specific development to only one profession group.
Most scientific literature about QM focuses on service quality, service QM and service QMS in 
general (Donabedian, 1980; Gronroos, 1982; Parasuraman et al., 1985; Meyer and Mattmuller, 
1987). Scientific literature offers plenty of thoughts, approaches and understandable logical results
3
and conclusions. However, most research is very specific and lacks practical approaches. Plenty of 
literature makes generalisations (e.g. Deming, 1986; Stupak and Leitner, 2001).
However, the reader must on the one hand transfer the general scientific approach to the 
individual's field of interest and, on the other hand, interpret the theory into a useful practical 
approach. This is a possible and common method for big service firms.
Medium sized service firms, though, might have no capacity to do so and might be afraid of high 
costs (Ninnemann and Chung, 2009).
There is practical literature to solve the described problem. However, plenty of it has no or only little 
reference to scientific literature. Most of the literature is older, does not cite the prevailing scientific 
view, or it is biased by the writer's point of view. Conclusions are often drawn by the writer's 
experiences.
The reader could use this literature for implementation. However, the use of it is not proven and/or 
not scientific. That makes literature and approaches to some extent a matter of faith.
A specific QMI for medium sized multidisciplinary service firms developed from actual, scientific 
literature is missing. One step in developing a QMI is to do research on customer expectations and to 
develop a QEI from this research. However, these questions are significant for admitted 
professionals.
The primary objective of this research is to develop a QEI to measure expectations for a medium 
sized multidisciplinary law firm applying the broad theory of QM with a high relevance for praxis as a 
first step in the process of producing a full QMI. The conclusion is to be logically investigated by the 
use of qualitative research based upon semi-structured interviews as well as a quantitative research 
to assess the dimensions identified from the previous sections.
1.4 Overall research design
This research uses a mixed research design (Creswell et al., 2003). This research approach is most 
suitable for this case study as it uses qualitative as well as quantitative methods. In a single study it 
considers collecting and analysing data that is either quantitative or qualitative. This multi method 
approach is called triangulation (e.g. Denzin, 1978; Easterby-Smith et al., 2004; Ghauri and Gronhaug, 
2005; Smith, 1975; Webb et al., 1975).
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It allows to obtain an encompassing view on the research object by using different perspectives 
(Lamnek, 2005), and it allows the application of different methods to cumulatively validate the 
research results by providing a QEI to measure expectations.
All data were gathered by semi-structured interviews and a questionnaire survey. The whole 
approach was developed by recommendations found in scientific literature. A detailed discussion 
about the research design is delivered in Section 4.
1.5 Objectives and research questions of this case study
As already mentioned, this case study is structured into a non-empirical and an empirical part. The 
non-empirical part contains the literature review with a body of knowledge containing the prevailing 
conceptual meaning. The empirical part contains case study research. Both parts of the case study 
pursue the following objectives and research questions.
1.5.1 Objectives and research questions of the non-empirical part
The researcher shall obtain a deeper understanding by the following research questions: In the 
context of the literature review a definition for the term "quality" should be given. Therefore, the 
following research questions should be answered by non-empirical research:
How can service quality methodologically be differentiated from the comprehension of quality in 
real assets?
How does subjectively perceived service quality influence decisions?
How can expectations in service quality be operationalised?
It is further necessary for this case study to differentiate "service quality" into dimensions figured as 
scientific theoretical models. The following research questions should be answered by non-empirical 
research:
What strengths and weaknesses do existing approaches to QMS have?
What can be adapted from existing QM models?
Likewise, it is necessary to determine how service quality can be created, planned, controlled and 
improved by non-empirical research to answer the following research questions by the prevailing 
accepted meaning:
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What are the basic principles of service QM?
Which tools and instruments in QM exist for: 
quality planning 
quality driving 
quality proving 
quality presentation
1.5.2 Objectives and research questions of the empirical part
The objectives of the empirical part are to develop a QEI to measure expectations for a small and 
medium sized multidisciplinary law firm in Germany based on rigorous principles and in accordance 
with the findings of the literature review and the findings in the analysed feedback from the case 
study {see Figure 1).
The case study is limited to the field of tax service -  a QEI aiso encompassing both audit and law 
service would go beyond the scope of this case study.
The case study is further limited to develop a QEI, which is the first step in the process to produce a 
full QMI, which will be further developed at a later stage of new research.
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1.6 Thesis structure
Figure 1 shows the methodology of the research in this case study:
Figure 1: Outline of the investigation
Non-empirical research Empirical
research
D
H Tax advisor as service provider
^ jL i t e r a t u r e  review  
^ ^ Q u a lit a t iv e  research
m
m
Semi-structured interviews 
staff/admitted professionals
Semi-structured interviews 
clients
□ Questionnaire survey customer group 2
Findings
P fjA n a ly s is  of findings
BConclusion/ Recommendations
Source: Author
Figure 1 shows the outline of the investigation. As already described, the case study contains an 
empirical and a non-empirical part.
The research questions of the non-empirical part of the case study are elaborated in Section 2 and 3 
by a literature review. These results are basic questions for the empirical part of the case study from 
which an applied quality assurance concept is to be developed.
The empirical research is done by semi-structured interviews and a questionnaire survey. Findings 
are analysed, and a conclusion shall be developed.
Subsequently the specific sections are explained.
Section 1 will introduce the case study and give an overview about the background and motivation 
for this research, the overall design, the research questions and aims of this case study.
Section 2 will give an overview of the profession tax advisor and the profession law. The 
differentiation between the profession group of certified public accountants and attorneys at law is 
presented and the connection between tax advising and service providing is briefly described.
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Section 3 contains the non-empirical research part to answer the research questions by a literature 
review. The history of quality management is briefly described and the question "What is service 
quality?" is answered in the context of this case study. Approaches of QM and QMS are investigated. 
The literature review ends with theoretical assumptions of expectations, developed by combining 
and applying two existing approaches to be justified by empirical research.
Section 4 will present the philosophical and the methodological approach of this case study. The 
phenomenological research approach is explained and different research concepts are described and 
applied to this case study and the process of qualitative and quantitative data collection is 
considered.
Section 5 contains the findings of the empirical qualitative research. The findings of the semi­
structured interviews with staff, admitted professionals and clients are used to validate, to consider 
and to enhance the questions from the literature review for the QEI. A first comparison shows both, 
highly consistent but also inconsistent results with the theory.
Section 6 contains the findings of the empirical quantitative research. The sample and the total 
response are described. High and low rated items are investigated by descriptive statistics and data 
are reduced by a principal components analysis (PCA). Two new dimensions are detected and 
described. The amount of components is criticised and alternative configurations are proofed and 
discussed.
Section 7 contains the conclusion, recommendations and limitations of the case study and the QEI. 
The implementation of the QEI is illustrated in a figure, and the implementation process in a QMS is 
described. The case study ends by giving an outlook on the further use of the QEI. Recommendations 
to implement the QEI are given, the results are discussed with relation to the literature review, and 
limitations of this case study are demonstrated.
Section 8 contains a reflective diary with personal experience and learning outcomes of the 
researcher and the approach of the Surrey DBA.
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1.7 Summary
This section serves an overall introduction into the case study. Therefore, the background and the 
context of the case study as well as the research questions are given. Furthermore, an overview of 
the empirical and non-empirical research is shown and information about the sector in which the 
case study is conducted, is presented. Finally, the reason for the usefulness of this research is given.
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2 Tax advisor as service provider
2.1 Introduction
To introduce the case study, the profession of the tax advisor with its duties and responsibilities will 
be explained. It should be noted that where the term "he" or "him" is used this also includes the 
feminine gender meaning.
2.2 Definition
Enterprises are units that produce goods and provide service and offers to the market (Diederich, 
1992). Multidisciplinary law firms are offering services as service provider. They are allowed to offer 
tax service, accountancy and legal services. The authorities of tax advisors in Germany conform to 
reserved (§ 33 StBerG) and agreed upon actions {§ 57 Section 3 No. 2 and 3 StBerG). As this case 
study only focuses on the tax advisory service provision the following section only describes the tax 
profession itself and the scope of this profession. The tax advisor has a public duty. He forms an
independent organ of fiscal law maintenance according to § 2 BoStB.
2.3 Profession law
The tax profession is regulated by law. These regulations concern on the one hand the tasks of the 
tax advisor and on the other hand the admission to the profession.
The tasks of the tax advisor are regulated in §§ 33, 57 Section 3 No. 2 and 3 StBerG which describe 
the reserved duties of the tax advisor and the tax profession.
The reserved duties of the tax advisor are the following (§ 33 StBerG):
H Advise and represent the clients in tax matters
0 Provide assistance with the treatment of tax matters and with the conformance to tax duties
0 Provide assistance in tax proceedings
B Provide assistance with monetary fines due to offence against tax laws
0 Provide assistance with the conformance to book keeping obligations due to tax laws
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Provide assistance with the compilation of tax balances and fiscal assessment
The tax advisor is further allowed to execute the tasks that are in accordance with the broader
profession (§ 57 Section 3 No. 2 and 3):
H The function as an auditor and/or an attorney at law
B Self-employed activities that concern the perception of interests of clients and their
consultancy
■ Execution of an auditing, consultative and discretionary function as well as the issuance of 
certification about the adherence to fiscal regulations in balance sheets and income 
statements
H Function as instructor in universities and scientific institutions. An exemption is the function as
an instructor in governmental institutions of financial administration with education for public 
services
n Activity as author and lecturer
H Execution of teaching and lecturing events in order to prepare for the tax advisor examination
as well as the examination for the auditing profession and for the further education of the 
members of the chamber of tax consultants
2.3.1 Restrictions by law
Beyond the mentioned activities that a tax advisor is allowed to perform, there are other activities
restricted to him. In particular, the following activities are restricted by law (§§ 57; 57a; 58 StBerG):
a Every commercial activity that is not explicitly stated as allowed by the respective chamber of 
tax consultants
H An activity as an employee with exception of a university instructor or respectively as an
employee of an attorney at law or tax advisor respectively as an in-house lawyer
H Activity as an employee in a financial administration office
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2.3.2 Code of Conduct
The code of conduct that a tax advisor must adhere to in its profession is recorded in the code of 
conduct of tax advisors {BOStB). Next to general rules of conduct amongst colleagues, the BOStB 
elaborates on the following policies:
0 The tax advisor, as an organ of the fiscal law compliance, is required to execute the profession
independently. In particular, he is not allowed to have an alliance that could harm his 
discretion in making decisions. The tax advisor must be personally and economically 
independent (§2 BOStB).
B The tax advisor is personally responsible for the execution of his profession, he is further
required to form an own opinion and make decisions autonomously (§ 3 BOStB).
8 The tax advisor is required to perform his profession conscientiously and is only allowed to
accept the orders that he is able to perform in a factual and timely fashion. He is required to 
regularly participate in advanced training. He is further required to provide factual, personal, 
and organisational precautionary measures in order to assure a conscientious execution of his 
profession. An external certification is allowed as long as it is focused on the organisation 
because a certification of professional functions is impossible (§4 BOStB).
0 The tax advisor is committed to professional discretion. This obligation of confidentiality
applies to all information that was confided to him in the course of executing the profession. 
This duty also applies to the employees of the tax advisor. The obligation of confidentiality also 
remains after the termination of the contractual agreement (§ 9 BOStB).
B Tax advisors renounce professional advertisement usage (§ 10 BOStB).
2.4 Differentiation
The profession legislation for the occupation group of attorneys at law and auditors is partially 
overlapping with that of the tax advisors. In the following section the profession of the tax advisor 
shall be analysed and limited with respect to attorneys at law and auditors.
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2.4.1 Attorney at law
The activities of an attorney at law are regulated by §§ 1; 3 Section 3 Bundesrechtsanwaltsordnung 
(code of conduct). According to this section, the attorney at law as an organ of the judicature is 
allowed to perform any law and tax advisory function. This admission includes all functions of a tax 
advisor.
The activities that are allowed and forbidden are essentially the same as for the tax advisor. 
However, the profession legislation concerning commercial activities is even more widespread. A 
deeper insight will not be presented as this description is only necessary to clarify the distinction of 
the professions.
2.4.2 Certified public accountant
The activities of an auditor are regulated by §§ 2, 43a Wirtschaftspruferordnung (code of conduct). 
Of special importance and different to the tax advisor is the economic inspection of annual accounts 
and the issuance of audit reports, the appraisal, discretionary functions and tax advisory. This 
admission includes all activities of a tax advisor. The issuance of auditor's reports is bound to external 
quality control that the auditor has to go through every three to six years, depending on its 
organisational size and the type of clients (§ 57a Wirtschaftspruferordnung).
The activities that are allowed and forbidden are essentially the same as for the tax advisors. To 
avoid repetitions it is referred to Section 2.3.1.
2.4.3 Summary
Concluding it can be said that attorneys at law and auditors working together as a professional group 
are explicitly allowed to legally execute their reserved functions as well as all other activities of a tax 
advisor. However, the tax advisor is not allowed to perform specific functions of an attorney at law, 
like the non-restrictive legal advice and the non-restrictive postulation authority. Likewise, the tax 
advisor is not allowed to perform the particular functions of an auditor, namely the economic 
inspection of annual accounts and the issuance of audit reports.
The authorisations are characterised in the following figure:
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Figure 2: Reserved and compatible activities according to respective profession
I Reserved activities and 
I compatible activities
I Exclusively reserved to the 
I auditor
I Exclusively reserved to the 
I attorney at law
Source: Author
2.5 Tax advisor as service provider
The service of a tax advisor is characterised by highly complexed and challenging exercises. The 
accurate completion of exercises should be assured by an encompassing system of business and legal 
regulations.
In particular through the principle of "conscientiousness" of § 57 StBerG, the tax advisor is required 
to perform a "technically acceptable" service. Therefore, it is necessary to know all "applicable 
judicial, fiscal, and other regulations". The focus is on the way of performing the job and on the 
highest possible level of quality. This should be assured by an appropriate organisation implemented 
in the tax office (Kuhls et al., 2009). Certain actions that prevent judicially accountable consequences 
are to be implemented (Klug, 1996). The level of quality assurance based on the functional quality 
can be classified as very high. Due to the high accreditation requirements, the encompassing system 
of laws and the rigorous controls, it is assured that the functional quality of service offered by the tax 
office is equally high. From a client's perspective, this conclusion can be evaluated as positive. From a 
tax advisor's perspective, this delineation of the competition on the functional and technical level is 
almost impossible.
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Until the end of the 1970s, the number of tax advisors increased in parallel with the economy 
(Knief, 1989). Based on the intensification of competition due to an increasing number of companies 
and their affiliates, the delineation of competition gets more important these days. Hereby, the 
exceeding of the already existing functional quality gets attention. Another reason for increased 
competition is the European-wide liberalisation of the market arrangements (Kirschbaum, 1998). The 
emphasis is put on the balance between fiscal right and professional right. The international 
directives enhance the requirements for the tax advisor (Longin and Stehle, 1995). In October 1993 
the American, European and Japanese law profession came together to develop a worldwide 
accepted catalogue of principles (Toulmin, 1994). Globalisation triggered a concentration process 
within the tax service sector (Reiche, 1993). Clients that are operating internationally, primarily 
engage offices that have a high number of employees who are capable to offer an encompassing 
consultation in many areas of expertise (Rose, 1996). For small offices, which need additional advice 
in complex tax and law issues this development implies a competitive disadvantage (Rose, 1996). 
Furthermore, the attitude of the society concerning self-employment changed. The final result of the 
service is not the sole center of attention anymore, but also the way of service creation (Pasch,
1997). "An increasing critical assessment of self-employed services, of which higher quality standards 
are not perceived as a matter of course anymore, coupled with an increasing tendency of equalizing 
self-employment service with other service professions and measurement with their standards 
causes freelance professions to be subject to external service benchmarks"(Wasilewski and Reith, 
1988, page (p.) 14). Neither, agents of the profession see the purpose of the tax advising profession 
in their public welfare concern (Sahner et al., 1989) so that a regulation of the tax advising profession 
cannot be based on the interest of the tax advisors (Jaeger, 1997). With respect to the functioning 
fiscal maintenance, the trust of the client in the tax advisor is worthwhile to protect (Jaeger, 1997). 
The protection of the tax advisor from the competition is therefore no public welfare concern 
(Jaeger, 1997).The framework requirements of the profession therefore have to be directed towards 
the service audience, not the service provider (Jaeger, 1997). Consequences of the presented 
situation have to be deduced, which are necessary for the successful leadership of a tax office. To 
achieve long-run success in a tax office, it is necessary to improve the service provision willingness 
and ability for assurance, enhancement and adaptation of the service offering (Pasch, 1997). "Only 
who is anxious about adapting changes has an economic chance to create and keep a client base in 
the long-run" (Pasch, 1997, p. 54). In particular smaller offices are forced to think of changes in the 
organisational and communicational structure (Sommer and Oberle, 1994; Wunran, 1994). In 
addition to that, the establishment of partnerships is gaining attractiveness (Sahner et al., 1989). Due 
to the globalisation it is not only necessary to know the effective country laws but also to have the 
ability to communicate as well as to have the willingness to deal with other cultures (Schmitz, 1997).
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The competition for service quality will be centred outside of the functional level. A long-lasting 
assurance of company success will only be possible by a convincing quality level in all respects of the 
client/tax advisor-relationship. Next to competition for quality, there is a preference competition in 
factual, personal, regional and timely aspects. Subject matter of this preference competition is the 
"favouritism of personal characters that are less focused on competition but rather on when, where, 
and with whom the competition is carried out" (Rieger, 1962, p. 17). Due to the fact that quality is a 
decisive factor, on which the clients base their decision whether to order a service, the necessity of 
special attention cannot be questioned (Wicher, 1995). The quality of the service is a constitutive 
competition factor; it is essentially the survival factor (Schmitz, 1997; Volk, 1995). This leads to the 
consequence that QM gets more and more attention (Reiche, 1993). This requires instruments for 
the conversion and maintenance of a QMS. Even more characterised by dynamic changes in client 
requests is the competition in services, compared to industrial production, in fast changing markets. 
Also, next to the price and innovation leadership, the quality leadership applies as a central success 
strategy for quality profiling and future protection (Gillner et al., 1997).
Concluding it can be said that based on the change in demand of the clients, the service offerings of 
the tax office need to be adjusted and companies all in all will increase in complexity.
2.6 Quality in service providing companies
In order to deal with the quality of a tax advisor, it is necessary to specify the process of service 
creation, as the requirements to a service provision are different from the requirements to a product 
provision. For a concretisation of the notion of service quality, it is necessary to differentiate the 
different forms of service. Additionally, it is necessary to comment on the question what quality 
means in the context of this case study and to determine the distinctiveness of service quality.
Section 3 will explain the scientific background of quality and so the necessary scientific theory.
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"Quality is: to give your customer a little more than he expects 
for a little less than he expec ts .Ehrhart  (2000)
3 Quality in the service sector
The aim of this section is to give useful scientific background information about quality. Fundamental 
terms will be defined, and the complex circumstances will be put into simple and understandable 
models. Existing QMS will be examined, and elements as well as methods of QM will be described. 
Subsequently, the scientific theory will be presented. The literature is used to isolate the key 
concepts.
3.1 Introduction
Since the 1980s service quality has become more and more a central competitive factor. There are 
numerous opinions about the causes. Bruhn (2008) traces the ongoing development back to a 
growing importance of the tertiary sector. He also sees globalisation as one reason as well as the 
willingness of companies to improve their service for competitive advantages (Bruhn, 2008). 
Stauss (1994) in contrast considers increased customer expectations as the primary reason. Zeithaml 
(2000) focuses on monetary interests of the tertiary sector. She found out that benefits of QM were 
wrongly interpreted in the past literature. Only benefits and costs of known variables were linked. 
Her recent evidence focuses on direct effects of service quality on profits as well as offensive and 
defensive effects and links between service quality and purchase intentions (Zeithaml, 2000).
While many reasons are specified as to why service quality became a central role, consensus seems 
to exist that some service markets are already contracting (Backhaus and Voeth, 2007; Bruhn, 2008). 
The tax market in Germany is not unaffected by this development and is already experiencing.change 
(Uhe, 2010). As a consequence, demand is decreasing and competition is increasing. The fight for 
customers continues and one strategic weapon will be service quality.
Service quality is mainly a subjective perception of the customer. Even for professionals the 
assessment of service quality is difficult, or sometimes impossible. A properly executed service 
developed with high quality standards may also not be noticed because of customer expectations, so 
that customer loyalty becomes a central focus.
As an introduction to the case study, the following section presents the historical development of the 
quality connotation.
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3.2 A brief history of quality
The concept of quality has a long history. Major literature traces first quality approaches back to the 
Babylonian kingdom about 3700 years ago (Kehoe, 1994; Geiger, 1996). Early approaches of quality 
concepts were mentioned in literature about 3000 years ago in China (Wessel, 2003). Comparable 
assumptions trace back to the first quality concepts about 2500 years ago in the Chinese religion and 
philosophy Taoism (Geiger and Kotte, 2008; Zollondz, 2006), whose founder and spiritual leader 
Confucius was presumably born in 551 before Christ (Haupt, 2006). Some literature trace first quality 
concepts back to the Egyptians into the ancient time of the construction process of the pyramids 
1315-1090 before Christ, because quality-related principles were followed (Dhillon, 2007). However, 
all of these concepts before Christ trace back to real assets. This also applies to most of the records 
anno Domini. For instance, in the 12th century, the first quality standards were established by the 
guilds (Dhillon, 2007; Hayes and Romig, 1982). Even early records of the 20th century always 
associate quality with material goods and assets (i.e. Dhillon, 2007; Radford, 1917; Shewhard, 1931). 
It can be surmised that the concept of quality in the past was mostly product driven and less 
preventive.
In the last four to five decades the approaches changed more and more to customer orientation, and 
the point of view was focused on quality-management (Anderson et al., 2005; Crosby, 1979; Deming, 
1986; Garvin, 1984; Juran, 1988; Pyzdek and Keller, 2003). These changes were divided into eras by 
Garvin (1988). He points out four eras of QM that are described in Table 2:
Table 2: The eras of quality management
until 1940 1941-1950 1951-1979 from 1980
Inspection and 
rejection at 
random samples 
of products
Quality is reactive 
and inspection 
oriented; customer 
acts as quality 
inspector
Prevent problems 
before they occur
Quality as a competitive 
weapon
Quality treats 
conformance to 
specification to 
satisfy the needs 
of customer
Quality means 
conformance to 
standards
Quality means 
absence of problems 
(meet customer 
expectations without 
problems)
Customer determines 
quality dimensions
Source: Author based on Garvin (1984), Deming (1986), Anderson et al. (2005) and Pyzdek and Keller (2003)
Table 2 demonstrates that until 1940 the major emphasis of QM was put on inspecting and rejecting 
produced products. The assumption that quality has a focus on conformance shows that QM was 
mainly asset driven, less service oriented and not reactive.
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In the 1950s, the era of statistical quality control emerged: quality became more reactive and implied 
conformance with established standards. Still, quality problems had not been prevented before they 
occurred. In the era of quality assurance, the still valid principles were established but problems were 
detected and eliminated before they occurred. In that era the technical term "quality" was defined 
and has remained -  since 1972 -  unchanged until today (Geiger and Kotte, 2008). Still QM was very 
asset driven. In the 1980s the era of strategic QM began, in which QM has been more and more seen 
as a competitive weapon in the service sector, and where the customer has been an important figure 
in setting quality dimensions.
An unambiguously determination of the term "quality" is not deducibie from these historical 
concepts. The term "quality" has its etymological origin in the Latin language. The operative word 
"quails" asks for the modality of the structure, whereas "qualitas" describes the proportion to objects 
and demonstrates the character and proportion to processes and things. The root of the term 
"quality" has a substantial and a procedural dimension (Zollondz, 2006).
Neither the historical nor the etymological derivation indicates the true meaning of the term and 
concept of quality in the context of this case study. The historical examination of the term 
demonstrates that those technical terms were used and established for thousands of years in the 
context of product quality. Service quality in terms of a tax firm requires a more recent usage of the 
term. This case study investigates the quality of tax advice. The peculiarity of this field is that no 
products are manufactured, but performance in the form of consulting is provided. The properties of 
the quality of real assets differ significantly from this. Therefore, it is necessary to analyse the 
concept and the term "quality" as well as the scientific background in the context of this case study. 
This is best done by a literature review in the next section. The literature is assessed in order to 
isolate the key concepts that can be further used in the research phase of the study.
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3.3 What is service quality?
Neither the concept of quality nor the concept of service is adequately defined in literature (e.g. 
Maleri and Frietzsche, 2008; Merz et al., 2007; Meyer, 1992; Zollondz, 2006). Hereinafter, the 
technical terms "quality" and "service" are analysed individually and a definition of service quality is 
developed in the context of this case study.
3.3.1 What is quality?
The concept of quality is not defined uniformly and consistently in scientific literature (Merz et al., 
2007; Zollondz, 2006). The reason for this is mainly the heterogeneity and methodological complexity 
of services as well as the problematic but necessary diversification from real assets (Pasch, 1997; 
Sander, 1995; Sommer and Rand, 2003). In literature, numerous attempts have been made to 
systematise the concept of quality. One basic approach is to divide quality into an objective and a 
subjective part (Kailich, 1990; Rolff, 1994; Schildknecht, 1992). The objective quality concept focuses 
on the inherent features without perception and evaluation through a subject view. Therefore, the 
output of objective quality is a measureable factor (Flick, 1966; Klatt, 1961; Wirtz, 1915), the lack is 
seen in a missing human factor. The concept only got attention through human goal setting 
(Wirtz, 1915).
The subjective quality concept point of view brings the suitability for the purpose into the centre 
(Wirtz, 1915). While the intended purpose of the service is deduced by individual necessities 
(Lisowsky, 1928; Rieger, 1962), the lack is seen in a missing possibility to operationalise (Klatt, 1961). 
An objective possibility to prove normative requirements is therefore not given. In the context of this 
case study it is necessary to find a definition concerning the service sector. In science, there are 
plenty of existing definitions.
Geiger and Kotte (2008) see quality as a "relation between the realised and required nature" (Geiger 
and Kotte, 2008, p. 68). From their definition they conclude that quality is focused on the nature of 
the considered unit. A required quality therefore cannot exist (Geiger and Kotte, 2008).
According to Afify et al. (2007, p. 1) "there are five broad approaches to defining quality; 
transcendent, product based, process based, customer based, and value based. However, the 
prevailing definition in the service domain is customer driven."
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Bruhn (2000) says "service quality is defined as the ability of a supplier to package a service that is 
first and foremost intangible and which additionally requires the customer's participation to a certain 
level of demand that is based on the customer's expectations"(Bruhn, 2000, p. 29).
According to this definition, quality in the service sector describes the condition of an 
accomplishment, which represents a certain level of achievement. Since the expectations on the 
quality level are shaped by the customer, it is generally not possible to give a standard definition of 
quality (Peters, 1995; Zeithaml et al., 1992). Hence, QM in the service sector is not an absolute term, 
but rather has to be seen in comparison to another reasonable dimension (Corsten and Gossinger, 
2007; Martini, 2008). Given that services usually exhibit immaterial characters, it is difficult to assess 
their quality prior to consumption. Hence, services generally possess a relatively high purchasing risk 
(Corsten and Gossinger, 2007; Zeithaml, 1981).
The perception of quality characteristics by the customer is to a greater extent subjective than in the 
case of real assets. With this in mind it is indispensable to structure the complex construct of service 
quality for the purpose of being able to measure and satisfy customer expectations (Bruhn, 1998). 
Therefore, it makes sense to divide the concept of quality into different dimensions, which describe 
the different perceptions of quality characteristics by the customer.
Zeithaml (1981) differentiates, on the basis of an informational economic perspective, three quality 
dimensions: 'Search Elements', 'Experience Elements', and 'Credence Elements', which are presented 
in the following table:
Table 3: Quality dimensions according to Zeithaml
Describes the components of a service that can be identified and judged by the customer prior 
to the purchase.
Experiences that can be assessed by the customer during or after the service provision.
Credence characteristics that can either not be discovered at all or only at a later point in time.
Source: Author based on Meffert and Bruhn (2006); Bruhn (2008)
Table 3 demonstrates that experience qualities and credence qualities contribute most to the service 
sector, as described above. The fraction of search qualities is rather low compared to the others. 
From a customer perspective, it is harder to assess the experience and credence qualities prior to 
consumption, as the customer misses the necessary expertise. Hence, the quality assessment is more 
complex for the service sector compared to product quality.
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In the course of time, the importance of the different characteristics can change, as the customer 
gains expertise with an increasing number of transactions (Haller, 1998).
Parasuraman et al. (1985) provide a more detailed breakdown of service qualities into different 
dimensions. Their Model Service Quality (SERVQUAL) is based on a comprehensive study in the 
financial service sector. They define five basic quality dimensions for the assessment of service 
quality (Bruhn, 2008; Parasuraman et al., 1985, Zollondz, 2006):
"Tangibles" describe the awareness of the customer such as location or staff representing. 
"Reliability" describes the competence to fulfil the agreed service accurately.
"Responsiveness" describes the specialisation to fulfil the specific need of the customer. 
"Assurance" describes the confidence of trust founded on knowledge of the service provider. 
"Empathy" describes the possibility to follow individual needs of the customer (Bruhn, 2008).
To avoid recurrence, the concept is referred to in Section 3.6.5, where an advanced and deeper 
definition of the approach by Parasuraman etal. (1985) is presented.
Table 4 shows the quality dimensions and examples concerning the field of this case study:
Table 4: Quality dimensions of Parasuraman et al. (1985)
Physical representations or images of the 
service to be provided.
■ Appearance of location
■ Equipment
■ Friendly staff
The ability to perform the promised 
service dependably and accurately.
• Accurate execution
• Delivery in time
Willingness to help customers and provide 
prompt service whilst capturing the notion 
of flexibility and the ability to customise 
the service to customer needs.
■ Open minded with customers
■ Stand-by duty
■ Determination for performance
■ Reaction time
The competence and courtesy it extended 
to customers and the security provided 
through operations.
■ Knowledge
■ Competence
■ Respect
■ Security
Individualised attention to the customers. • Respond to specific customer problems 
■ Specialised to customer needs
Source: Author based on Parasuraman et al. (1985, p. 46)
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Berry (1986) distinguishes two quality dimensions with reference to customer expectations:
The "routine component" describes what the customer expects as properties in an ordinary 
scope of service. Missing these properties could cause a negative rating and discourage the 
customer to use the service.
The "non-routine component" describes unexpected services. These add-on services could cause 
a positive rating (Berry, 1986; Bruhn, 2008).
The following Table 5 shows the quality dimensions and examples related to the field of this case 
study:
Table 5: Quality dimensions of Berry (1986)
Properties that were seen as ordinary 
scope of service Desired information in specific tax question
Add ons that were not expected by the 
customer
■ Information about tax law adjustments 
Preventive information
Source: Author based on Berry (1986)
3.3.2 What is service?
The concept of service is not defined uniformly and consistently in scientific literature (e.g. Falk, 
1980; Meyer, 1992). The reason for that is seen in an only recently held discussion in literature 
(Corsten and Gossinger, 2007) and the heterogeneity of the concept.
In research about quality in the field of services many different models have been developed. There 
is no consistent perception or a definite definition of service quality. First approaches to define 
services exist in economic (Maleri and Frietzsche, 2008, Meyer, 1992) and business literature. While 
an economic borderline is based on a differentiation of business sectors, business approaches for 
defining service quality are based on observational phases of service establishment as well as on the 
characterisation of service specific features. Subsequently, approaches for determining services and 
their adaptability for the tax advice will be given.
Since the dematerialisation of the productivity concept by Jean Baptiste Say, services are perceived 
as productive achievements (Maleri and Frietzsche, 2008; Giger, 1994). Without any doubt, the 
achievements of the tax advisor refer to services (Hudel, 1994).
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The concept of service and accordingly the tax advisor concept can be defined by a negative 
boundary as well as by the development of constitutive characteristics (Giger, 1994).
According to Corsten and Grossinger, differentiation can be made between execution and resuit- 
oriented services (Corsten and Gossinger, 2007). By applying the systematisation, tax advising is 
generally to be allocated to the result-oriented services. The receiver of the tax service is interested 
in the result of the service, particularly in the benefits of the service. Overall, this system does not 
lead to a sufficient definition of service in the tax advisory.
Generally, it can be divided by defining the constitutive characteristics into three perspectives: potential, 
process and outcome (Bruhn, 2008; Corsten and Gossinger, 2007; Giger, 1994; Hentschel, 1992).
The potential dimension can be interpreted as providing human or mechanical power (Meyer, 
1992). It represents a value proposition, for which a constitutive characteristic can be interpreted 
in the intangibility of service (Meyer, 1992) that allows the vendor to bring a change or to cause a 
state to the customer (Meyer, 1992, Meyer and Mattmuller, 1987). The potentialisation is 
reflected in the willingness of the service provider to execute a service (Hilke, 1989).
The process dimension can be interpreted as a process of service creation. Production and sale 
cannot be separated, which makes the service a period-product (so called "uno-actu-principle"). 
A strict interpretation of the concept calls for a temporal and spatial synchronisation between 
the vendor and the customer (Berekoven, 1974).
The outcome dimension can be interpreted as an intangible result on performing a service for 
the customer (Engelter, 1979), who is in a close connection to the process dimension at the 
temporal and spatial synchronisation.
3.3.3 General characterisation of the service term
Based on the distinctive features of tax advisory and the already mentioned increasing importance of 
the service process, a deeper understanding is necessary.
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3.3.3.1 Intangibility of service
An essential characteristic of services is its immateriality also known as intangibility (Stauss and 
Hentschel, 1991). Immateriality has as an elementary characteristic of services, a sustainable 
influence on the possible configuration of service quality (Corsten, 1985). This means that services of 
a service provider do not have a physical substance. They are based on contracts and information 
from different media (Corsten and Gossinger, 2007). The originated material product reflects the 
result of the service without the material value of the developed commodity representing the 
provided services (Corsten and Gossinger, 2007). In addition to this the services of a tax advisor 
represent a service promise and no service guarantee.
3.3.3.2 External factor in service establishment
An external factor is a characterist of the production factor for the establishment of services and is 
described in literature partially as "object factor" or as "differential factor" (Corsten and Gossinger, 
2007; Maleri and Frietzsche, 2008). The degree, to which a client as an external factor is able to 
influence the service, ranges from a passive to an active participation (Maleri and Frietzsche, 2008). 
In the tax advisory business, the actual service is not carried out directly with the client. The 
information conditional integration is in this case in the forefront. The external factor via the 
provision of information and the cooperation constitutes an important part (Corsten and 
Gossinger, 2007). By the cooperation of the external factor in the service establishment, the client is 
able to influence the quality of the service itself. When the client is able to deliver explicitly stated 
requests, the consultant has the possibility to develop a service tailored to specific needs. In this 
context, it has to be emphasised that the external factor eludes the autonomous disposability of the 
producer (Corsten and Gossinger, 2007; Meyer and Mattmuller, 1998). This applies to the tax 
advisory in particular. Services as in the tax advisory show a considerably high degree of 
immateriality so that it is important to consider the significance of the client in service provision 
(Benkenstein, 1993; Benkenstein and Guthoff, 1996; Corsten and Gossinger, 2007). In tax service, the 
quality and the completeness of client information is decisive for the efficiency of production 
processes as well as the quality of the final product.
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3.3.4 Inability to store and save
An additional characteristic of services is the fading ability and accordingly the non-save ability 
(Maleri and Frietzsche, 2008; Meyer and Mattmuller, 1987). By referring this characteristic to the 
consulting industry, it only applies partially. The result of a consultation might eventually be saved in 
the form of a document (Maleri and Frietzsche, 2008). In the tax advisory, there is the possibility to 
store results of a consultation in certain media. The fact that such a consultation is individual and 
therefore unique does not play an important role.
In addition, the characteristic of inability to store services is mentioned as a difference to physical 
products. Masing questions this and equates storeability with the maintenance of availability. The 
turning away of a client is businesswise as damaging for the tax advisor as the inability to deliver 
products for a producer is (Masing, 1995). The ambition of a manufacturing company to fulfil 
demand with a minimum of inventory input justifies this opinion. Due to the missing physical 
substance of the service in a tax advisory, a service cannot be produced for inventory. This is 
explained at first in the factual impossibility as well as in the missing necessity. The office is only able 
to provide the immaterial production factors as organisation, personnel and know-how on inventory 
for upcoming services.
3.3.5 Uno-actu-principle
The "Uno-actu-principle" (Maleri and Frietzsche, 2008; Meyer and Mattmuller, 1987) compromises 
the simultaneity between the service establishment and the service consumption. It refers to those 
services that are also consumed during establishment. In tax advisory the point in time in which the 
service is consumed is hard to determine. Therefore, the principle is only limitedly applicable to tax 
services (Sahner et al., 1989). With regard to this, Klug sees tax consultation as a two step process. It 
consists of a consulting and an establishing aspect (Klug, 1996). The consulting aspect represents the 
analysis of the problem statement, the objective establishment and the acquisition of information. 
The establishment aspect includes the conversion of information. However, this distinction does not 
give an answer to the point in time, when the service is consumed.
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3.3.6 Personal relatedness of service
The personal contact between service provider and client is an additional characteristic of the service 
(Bretzke, 1995; Knief, 1989; Steinle et al., 1996).
In consultation services, the use of material production factors is very low. The personnel responsible 
for the service creation are of decisive importance. The personal ability and capability therefore have 
a very high impact on the outcome.
The service creation in tax advisory is basically guided by personal and technical qualifications of the 
professionals. Next to capability of the professionals, the outcome is also dependent on the 
motivation of the personnel. The employees are key factors in the service creation as the final 
qualification assessment of the client is dependent on them (Steinle et al., 1996). Based on the long- 
run orientation of a client and the thereby resulting trust basis between consultant and client, this is 
of high importance. Also, the employees have a close and constant contact with the client. Hence, 
the characteristic person-relatedness between client, professional and employees can be assessed as 
a decisive characteristic in the tax advisory.
3.3.7 Competency gap
In contrast to material products, the service provision by a tax advisor cannot be presented in 
advance (Giger, 1994; Hudel, 1994). The decision making process of a potential client is influenced 
considerably by this fact. A final assessment of the professional by the client is only possible after the 
service provision. Even then there is the problem of assessing service quality, because clients miss 
plausible criteria for assessment (Buhler 1995; Darby and Kami, 1973).
Knief (1989) differentiates between the client's ability to judge between manifest and non manifest 
actions. By the determination of income tax and bookkeeping the client may be able to assess. 
However, considering financial law, he assesses the ability to deliver a judgment as non-existing 
(Knief, 1989). Also, the consultation of another qualified offer would not bring a solution, as the 
client is only able to compare service promises, but not the actual service provision.
Alternative criteria for the decision are the image of the office, appearance and the reputation.
The "competency gap" (Taupitz, 1991 p. 54) as well as the asymmetry of information (Klug, 1996), 
lead to a superior position of the tax consultant because of their above-average knowledge and 
experience in the field.
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This is the reason for the need of a trustworthy relationship between consultant and client, and it is 
necessary in all fields of self-employment (Jaeger, 1997; Kirschbaum, 1998; Klug, 1996; Wasilewski,
1998). Taupitz criticises this relationship. Despite the increasing average educational achievement of 
the public, this gap will remain due to the remaining specialisations (Taupitz, 1997).
3.3.8 Chapter summary
The detailed inspection of different characteristics of the general service concept pointed out that 
they apply differently to the tax advisory. It was shown that the immateriality, the external factor 
and the person-relatedness are applicable to the tax advisory. The competency gap is representative 
for the tax counsel, however not as important as the others. A further specific characteristic is the 
influence of legal regulations.
The characteristic simultaneity and non-storability do rather not apply. This clarifies that the 
differentiation possibilities in the corresponding areas can be seen as competitive opportunity.
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3.3.9 Summary
Due to different possible quality dimensions and definitions it is obvious that the concept of quality 
cannot be fully interpreted. The factors affecting service quality are varied and multidimensional. 
A composition is provided in the following figure:
Figure 3: Definition of service quality
Subjective
quality
requirement
Objective quality 
requirement
Customer awareness Quality
I I
Subjective quality Objective
features quality features
Objective quality low 
Subjective quality low
Objective quality high 
Subjective quality low
Objective quality low 
Subjective quality high
Objective quality high 
Subjective quality high
I * I *
Debacle Communicative problem Heading for debacle Ideal state of affairs
Source: Author
As Figure 3 shows, quality is defined as the comparison between requested and required nature. The 
stipulated quality is composed by the objective and subjective quality requirement.
Subjective quality requirement defines the customer focus. The customer's expectation is based on 
potential, process and result. These expectations are influenced by individual and situational claims 
and experience in the service sector. Objective quality requirement defines the business perspective 
as well as the competitor's perspective. The business perspective is a visible result of the own skills 
and needs and the level of service. The competitor's perspective is based on the distinguishing 
characters, unique features and the quality strategy.
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The realised nature is divided into objective and subjective quality features. For the subjective 
quality, the crucial feature is the customer perception. Objective quality defines the quality that is 
achieved and measureable.
The comparison of both the requested and realised nature defines the concept of service quality and 
leads to four possible outcomes that apply to the differentiation between objective and subjective 
characteristics.
Both objective and subjective quality are low. It leads to the conclusion that none of the required 
performances was met.
Objective quality is high, subjective quality is low. The own firm's required quality is fulfilled, but a 
gap between expectation and performance exists from the customer's point of view. It leads to the 
conclusion that a communication problem exists.
Objective quality is low, subjective quality is high. The customer feels well served but the quality is 
underperforming. It leads to the conclusion that it might be just a matter of time until the customer 
will find this out.
Both objective and subjective quality are high. It can be concluded that all required natures are 
realised. It leads to the conclusion that this is the perfection.
As shown in the preparation, the concept of quality is complex. In science, many quality models have 
been developed due to a breakdown in service quality. In the next section, the quality models will be 
discussed with regard to their adaptation capability for this case study.
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3.4 Development of approaches of quality managment in the service sector
3.4.1 Principles of service quality management
The quality of a service generally depends on expertise, approach and the culture of the service
provider. Providing service differs from other economic sectors primarily through the fact that the
most important input is labour. So, with regard to service quality the main focus should be on the 
people. In connection with planning, implementing and controlling of service quality, Bruhn describes 
ten principles for QM (Bruhn, 2008). These principles are accepted in science and practice and 
provide an important foundation for the practical part of this work. They are presented in the 
following table:
Table 6: Description of ten principles of QM according to Bruhn (2008)
Source: Author based on Bruhn (2008)
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Bruhn's ideas can be summarised more clearly in the following graphic:
Figure 4: Moderating factors in a quality management system
Company external moderating factors
\   \ \
►
/_____ / V
Company internal moderating factors
Source: Author based on Bruhn, 1998, p. 7; Bruhn and Georgi, 1999, p. 9
As can be seen from the image, the principles of QM are affected by so called moderating factors. 
They represent factors within a QMS that influence the QM process. Bruhn differentiates between 
external (competition, customers, market) and internal (employees, learning, complexity of work 
processes) factors (Bruhn and Georgi, 1999). The following section describes how elements and 
principles can be applied within an organisation.
Quality Customer Customer Economic
Efforts S  Satisfaction S  Relationship s ' Success
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Instruments for quality management for services
3.4.1.1 Bruhn's approach
For the implementation of QM, the principles and contents of the quality philosophy need to be 
operationalised through adequate quality strategies. This requires the formulation of quality policies, 
which act as action boundaries, for the strategic and operational implementation of the quality 
efforts. Responsible for implementing quality efforts are all employees of the company. Corporate 
management is responsible for organisation and coordination of operational departments.
The concrete instruments for QM need action boundaries for the implementation, which connect the 
instruments in an appropriate way. The so called 'control loop of QM' illustrates a cycle that includes 
the typical phases of a QMS. The structure of this circuit connects the classical functions of 
management, planning, inspection and control:
Figure 5: Phases of quality management
Quality Planning
Quality Management 
Demonstration
Quality
Management
System
Quality Control
Quality Inspection
Source: Bruhn, 2008, p. 176
The individual phases form a circuit, in which the output of the precedent phase serves as input to 
the succeeding phase of a new cycle. This way of work should lead to a continuous improvement of 
the service quality. However, the linearity of the phase transitions in the image represents a 
theoretical simplification of the real world. In reality, there are frequently different reciprocations 
and crossovers between the individual phases (Schmitz, 1996).
There are many different instruments and methods in each phase for the practical appliance of QM. 
They are described in more detail in the following phases:
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3.4.1.1.1 Instruments of quality planning
The object of quality planning is, in the first place, the selection of quality attributes and the 
concretisation of individual requirements of the service. The following instruments may be used as a 
guideline (Bruhn and Stauss, 2000):
Quality Standards
Quality Function Deployment
Benchmarking
The detection and formulation of concrete quality standards, which are defined by the quality 
demands of the customer, serve as assurance for the service quality. A specific quality policy can be 
expressed and concretised. The formulation of capability standards for different process phases 
should assure that a constant and solid service creation exists to finally reach the desired quality level 
(Schmitz, 1996). Therefore, it is necessary to have measurable and controllable standards that are 
clearly defined, understandable and achievable.
Quality Function Deployment describes an inter-divisional planning method, which aims for a 
systematic transference of customer requirements into quality characteristics. It specifies the quality 
requirements of the problem solution, based on analysed and defined customer needs and the 
resulting customer problem (Topfer and Mehdorn, 1995). A special matrix is used which is called 
'House of Quality', based on its form. By use of this matrix, the analysis and planning steps of the 
service conception are documented (Bruhn, 2008). The method is comparable to portfolio 
techniques of the marketing department, especially the opportunity-risk-matrix and the SWOT- 
analysis.
A further important element of QM is benchmarking (Bruhn and Stauss, 2000). Benchmarking means 
evaluating information of industry competitors in order to get objective and orientation values for 
the own firm's actions. The comparison takes place with organisations that have scales for the best 
systems, capabilities and processes.
34
3.4.1.1.2 Instruments of quality guidance
Guiding quality approaches build on the results of the quality planning and encompass preventive, 
monitoring and corrective actions, which shall guarantee the conformance with customer quality 
requirements. The aim is the creation of perquisites to fulfil the quality requirements of the customer 
{Bruhn and Stauss, 2000).
An important factor is personal politics. The recruitment of employees already needs to include 
aspects of customer and quality orientations. Especially the employees that have direct customer 
contact should have a service mentality and good communication ability. The existing workforce can 
be trained with special and ongoing education (Meffert and Bruhn, 2006).
Another important factor in quality guidance is 'empowerment1. It gives employees the responsibility 
to make a decision on their own in customer contact situations. This deliberate transference of 
competencies to the employees should improve the customer-oriented action. Additionally, it gives 
the customer the feeling of the service being generated from one source (Ulrich, 1996). The aim is to 
avoid unnecessary action steps so that quick and comprehensive reactions to customer needs are 
possible. The employees are able to consciously create a customer relationship. An extra benefit of 
empowerment is increased motivation on the part of the employees. They regard the customer 
relationships not only as relationship between company and client, but also as a personal 
relationship, which increases the customer orientation. Especially in the service sector, the 
qualifications and motivations of employees are of high importance to possibly gain a competitive 
advantage (Eversheim, 2000).
Quality circles can be an addition to the operational suggestion scheme. They are small workgroups 
that are formed for a common development of problem solutions, which contribute to the 
improvement of the quality of services and internal working processes. The individual employee 
knowledge may be used not only for their daily work but additionally may be of use for the whole 
organisation {Schmitz, 1996).
With the help of other employees it is easier to realise 'bottom-up'-improvements to different 
problems.
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3.4.1.1.3 Instruments of quality control
The aim of quality control is to check to what extent the quality requirements are fulfilled. A 
functioning QM requires that clear information about the planned as well as the realised service 
quality exists. There are suitable methods that show, whether the planned quality objectives have 
been reached. These can be based on the customer's view, for example customer interviews or 
complaint analysis (Bruhn and Stauss, 2000) or on the other hand be based on so called internal 
quality audits (Schroeter et al., 2003). These audits include a systematic and independent analysis of 
the processes of the organisation, internal audits do not only assess how far the quality relevant 
actions and results are in accordance with the requirements, but also whether these requirements 
are adequate for reaching the quality objectives (Schmalzl and Schroeder, 1998). Quality audits can 
control individual processes, services or the total QM of the company.
3.4.1.1.4 Instruments of quality analysis
The instruments used for quality analysis are especially important in the service sector. Analysing the 
company's own quality capability should decrease the information deficits on the side of the 
customers, which exist even more for their services. By defining and fixing the tasks in the QMS, trust 
should be established that the company complies with the quality requirements.
Important for the implementation is, besides quality statistics, the documentation in QM reference 
books. These handbooks include the quality policies and the overall guidelines of the QMS. Reference 
books that are visible for the customers and the suppliers of the company may include all the tasks of 
the company or just parts of the workload. In general, it is important that the whole process, from 
planning to the concrete creation of the service, is presented.
Quality reference books usually include the following parts:
Quality mission statement with quality policies and the actions to implement them 
Setup and process organisation 
Presentation of processes 
Organisation of QM
Operation assignments, technical information
Quality statistics about goal achievement levels (audit reports, quality controls)
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Overall, quality reference books represent the actual situation of the QMS. At the same time they 
represent a development foundation for the future (Meffert and Bruhn, 2006).
Another important instrument in the QM analysis is the certification according to the ISO-norms. 
When a company implements a QMS, it can be tested by an external party. During such a 
certification process an accredited, external audit team tests the implementation of the QM actions 
on site. In case the quality efforts comply with the requirements of the ISO-norm, the company gets a 
certificate approving that it is engaged in continuously improving its quality efforts and that the 
customers can rely on the quality improvements (Dunkhorst, 1999). These certificates are 
widespread amongst companies and, in some industries, they are even a basis requirement. 
Additionally to being an instrument for quality analysis, the norms also guide the implementation of 
quality efforts in a company.
The final step is to combine the actions in a broader management approach. Such an approach to 
QM is the Total Quality Management, which is described in the following section.
3.4.1.2 Important findings in this case study
Bruhn (2008) presents the important control loop of QM. His system should be adapted to this 
study's model. However, the control loop of Bruhn (2008) is incomplete as the loop quality assurance 
is not defined. Quality assurance is not just missing in the context of this case study. Quality 
assurance is enforced by law according to German tax advisor standards in the context of law firms.
The idea of quality assurance in QM is not new. Geiger and Kotte (2008), for example, already 
implemented "quality assurance" as an essentia! element of QM between quality control as pre-step 
and quality inspection as post-step (Geiger and Kotte, 2008, p. 106). However, their approach was 
developed for real assets.
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3.4.2 Total Quality Management
A comprehensive concept for the improvement of quality in an organisation is Total Quality 
Management (TQM). The aim of TQM is to continually improve all aspects and functions in the 
organisation. The main focus is the improvement of customer satisfaction with the service ability of 
the company (Grisewood, 1999). In order to reach this object, it is necessary to integrate all 
employees in the process, inform them, give them additional training and motivate them. In the 
1950s, the Psychologist Deming (1900-1993) developed a philosophy to subject the processes of a 
company to ongoing changes (Deming, 1982). His recommendations concerning QM are summarised 
in 13 short points:
Table 7: Core recommendations for TQM according to Deming (1982)
The improvement of products and services must be directed and constantly aimed for in order to stay competitive 
in the industry and to assure and create employment
Acceptance of new philosophy: The management must face the challenge of the actual economic era, recognise its 
responsibility and lead the change
The dependability on inspection must be finished with the attainment of quality: this can be reached by 
incorporating the quality process from the beginning into the service development
Build on trust and loyalty when working with business associates
Continuously improve the service system with the objective to increase productivity and quality, thereby 
decreasing the costs
Introduce education in employment
Educate leadership skills so that Improved accomplishments can be reached
Reduction of barriers between departments, support team work between employees
Abolish warnings and target specifications: these cause a tensioned atmosphere while most of the causation for 
insufficient quality and low productivity is distinct to the system and therefore not influenced by employees
Quotas must be abolished, no orientation towards absolute numeric values
Abolish obstacles that impede the possibility of the employee to be proud of his work: the responsibility needs to 
be moved from recognition of numerical values to quality
Introduction of a dynamic programme for educating and improving own capabilities
For the implementation of this change, all employees need to be involved - change is the task of everybody
Source: Author based on Grisewood (1999)
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3.4.3 Requirements for quality management systems according to ISO 9001
3.4.3.1 DIN: EN 150 9001:2001
The International Organisation for Standardisation (ISO) is a worldwide union of 135 national 
standardisation organisations. DIN EN ISO 9000 was developed by the ISO in the year 1987 as a series 
of quality standards. Today, it represents a universally applicable and generally accepted standard for 
QMS (Zollondz, 2006). Its objective is that an organisation is able to deliver its services and products 
according to the quality specifications. In particular, the standard specifies management practices as 
requirements for QMS, which do neither consider type or size of an organisation, nor private or state 
status. This international standard shows requirements for a QMS that can be used by organisations 
to prove their ability to satisfy customer needs and to judge this ability internally and externally 
(DIN:EN ISO 9001:2001). In particular this standard adds technical requirements to the QMS 
concerning products and services. Quality assurance and QM and the therefore necessary actions are 
the central focus points of the ISO standards.
ISO 9000 and the following strive for the following objectives (Petrick, 1994; Geiger, 1994):
Assurance of quality of services and products 
Assurance of quality in the organisation 
Improvement of competitiveness
It gives advice to development and extension of an optimal QMS. The ISO 9000 family can be 
regarded as a model of QMS that can be adopted in respective form dependent on company 
structure, product variety, customer requirements, etc.
The ISO 9000 standard describes the basis of QMS and the terminology.
The ISO 9001 standard defines the requirements for a QMS, in case a company is required to 
represent its capability to provide products that fulfil governmental and customer requirements. 
Additionally, an improved customer satisfaction shall be reached by increased requirements 
(Hartz and Meisel, 2004).
Finally, ISO 9004 represents guidance for examining efficiency and effectiveness. The 
improvement of customer satisfaction and at times other parties through increased service 
provision of the organisation is one of the objectives of the standard. For a certification of QMS 
only DIN EN ISO 9001 is considered. It is often claimed as the new standard.
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In order to improve the performance ability of an organisation, eight principles for QMS 
development were introduced. These form the basis for the standard for QMS in the ISO 9000 family 
(Wagner, 2007; Zollondz, 2006).
Customer orientation is the first principle. The requirements of the customer must be understood, 
satisfied and surpassed (Kinter, 2000). Leadership constitutes the second principle. A company needs 
leadership persons to assure goal achievement and direction of the organisation (v. Eckardstein et 
al., 1999). Leaders have to create an environment, in which employees are able to advocate the 
attainment of the organisational objectives. Employee involvement is a further principle. Employees 
create the character of the organisation. In order to take full advantage of employee knowledge, 
they have to be involved in the process (Zollondz, 2006). A process oriented attitude is also 
necessary. Objectives can be reached more efficiently, when actions and resources are directed as a 
process (Wagner, 2007). Another principle is a system oriented management approach. 
Interdependent processes should be recognised and understood, directed and controlled in order to 
reach organisational goals (Weigert, 2004). Continuous improvement is also a very important point in 
QM. One objective is to continually improve the overall service ability (v. Eckardstein et al., 1999). 
The seventh principle is a factual approach to decision making. Data and information have to be 
analysed properly (Nullen and Noppeney, 2007). Finally, supplier relationships are very important. 
Organisations and suppliers are dependent on each other. Relationships, which are mutually useful, 
increase the added value for both parties (Weigert, 2004).
3.4.3.2 DIN: EN ISO 9001: 2008
More than 20 years ago the standard DIN EN ISO 9000 was introduced, and it described the 
requirements for QMS, which have been developed continuously since. This was done by means of 
periodical revisions, in which a technical committee controls and improves the standards concerning 
their applicability. In November 2008 the revision process was finalised and followed by the 
publication of DIN EN ISO 9001: 2008 in December 2008. The aim of the revision was to specify and 
complement the existing DIN EN ISO 9001:2000 for an improved understandability. There were no 
new requirements to QM introduced; also the framework was not changed.
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3.4.4 Six Sigma
The first thoughts on Six Sigma were initiated by Car! Frederick Gauss (1777-1855). He introduced the 
concept of the normal curve. In 1920 Walter Shewhart presented the next major development with 
Six Sigma as a measurement standard that traces product variation. He showed that processes that 
diverge more than three sigma from the mean need correction. Three sigma yields a process that is 
in 99.973% able to produce defect-free processes (Thornton, 2004). The concept of three sigma, in 
contrast to today's six sigma, was only applied to manufacturing. In the 1980s the need for improved 
quality increased even more, as the low prices and the high quality of the Japanese goods pressured 
other markets. During that time, Motorola already recognised the need for quality (Stoner and 
Werner, 1994). One of the engineers of Motorola figured out that a six sigma measure corresponds 
to a defect rate of 2 per 2 billion. Motorola adopted this standard and named this quality 
improvement programme "Six Sigma" (Broecheler and Schonberger, 2004).
Six Sigma today is a quality improvement programme that aims at the reduction of defects in 
operational processes. It is based on the usage of normal distribution and identifies the relationship 
between defects and the product yield, reliability, cycle time, inventory, schedule, etc. (Sokovic et al., 
2005). The six sigma methodology was introduced in the 1970s, when a Japanese firm took over a 
Motorola factory in the United States. The Japanese management changed the operation of the plant 
drastically and reduced the defects by 95 percent compared to the previous management. This 
improvement was achieved without increasing the workforce, changing technology or design. Since 
this change, Motorola decided to focus on quality aspects in its operations (Stoner and Werner,
1994). Motorola wanted to improve the performance tenfold within the next five years and focused 
on the relationship between a product's service life and the number of reworks needed in a process 
(Omachonu and Ross, 2004). The outcome was a positive correlation and convinced to formulate a 
six sigma quality goal (Ramberg, 2000). An employee of Motorola developed a four-step problem­
solving approach (Measure, Analyse, Improve and Control; MAIC), which became a plan for 
implementing the six sigma quality methodology. In 1988 Motorola was awarded with the Malcolm 
Baldrige National Quality Award for its Six Sigma approach (Schutta, 2006). The quality improvement 
programme became even more known, as General Electrics implemented it as a central tool of their 
business strategy in 1995 (Hitt et al., 2009). Today, Six Sigma is credited as being the fastest growing 
QMS.
In today's time, not only manufacturing, but also service companies use the six sigma methodology. 
It has grown to a key leadership skill that enables firms to gain competitive advantage compared to 
competitors.
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Six Sigma as a tool is used in continuous improvement programmes and variance reduction for each 
and every process in a company (Hill and Jones, 2004). It has the potential to reduce waste and costs, 
increase customer satisfaction and loyalty, and therefore increase profits to the company.
In the fast growing and continuously changing environment, a company needs to also continuously 
adapt to the changing circumstances to survive. At this time, the Six Sigma approach is one way to 
make this change happen. This QM tool employs statistical methods for a continuous improvement 
of process (Hatice, 2007). It has become a way to assure almost near to perfect quality. However, it is 
not just a tool that can be implemented right away. It has to be incorporated into the business 
strategy of the company in order to work properly. The ultimate objective of the Six Sigma 
philosophy is not just quality improvement but rather a way to create economic wealth for the 
customer and the provider.
The fact that "different perspectives on what Six Sigma is" (e.g. Pande, 2000, p. 10) exist 
demonstrates the lack of a uniform definition. This stems from the fact that organisations still use it 
in different ways (Tavasli, 2007). These can be divided into operating and management philosophies. 
Some companies only use it as a tool for problem solving, whereas others incorporate it in their 
strategy and use it as a management tool.
3.4.4.1 Comparison of Six Sigma to Total Quality Management
A system very similar to Six Sigma is TQM. However, there are significant differences between TQM 
and Six Sigma, which led to the different popularity of the systems. Six Sigma is relatively new 
compared to TQM. Today, Six Sigma is seen as a possible replacement to TQM, which was not 
intended at its implementation (Ehrlich, 2002). Similar is that they can both be used in different 
business environments and in manufacturing and service industries. TQM is focused on improving 
quality throughout the organisation, while Six Sigma, as already mentioned, focuses on even superior 
results than just improved quality. It is based on continuous quality improvements for achieving 
nearly perfect results. It monitors and controls the business processes using statistical methods, like 
SPC (Statistical Process Control) (Breyfogle, 2003). While programmes as SPC and TQM focus on 
quality improvements, which are often not further increased, Six Sigma focuses on continuously 
changing and improving the processes. The essential difference between Six Sigma and TQM 
originates from the approach. On the one hand, in TQM a process is considered as being "high 
quality", if it conforms to internal requirements (Subburaj, 2005). Six Sigma on the other hand 
defines processes as qualitative, if they are almost perfectly defect-free (Brue, 2005). The objective 
of both methodologies is the same: improved quality.
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However, the approach to reach this objective is different. The focus of the Six Sigma approach to 
defect reduction has different implications than other approaches. Quality should be reached with 
the assistance of cost reductions (Topfer, 2009). This decrease in operational costs is in this case 
reached by focusing on defects, cycle time and usual cost savings. In this special case, the focus is on 
non-value adding activities. They incur costs that do not add value to the customer (George, 2003). 
These should be reduced without reducing the value that the final customer receives. A further 
difference is that TQM usually focuses on improving individual processes, whereas Six Sigma aims to 
improve all the processes and operations in a company. For the more comprehensive Six Sigma 
approach, special educated professionals are needed. TQM can be managed along the way by 
existing management.
3.4.4.2 Success of Six Sigma
Six Sigma is able to improve the quality by reducing product or service variance and reducing the 
costs. It tries to increase customer satisfaction, establish customer loyalty, increase profit margins 
and market share. This approach provides tools for understanding the customer and the critical 
processes in an organisation. One of the most important tools of Six Sigma is DMAIC (Define, 
Measure, Analyse, Improve and Control) (Pande et al., 2002). It is even considered as being the tool 
responsible for the success of Six Sigma. It is a guideline for the employees that gives them direction 
in the application of Six Sigma, in particular the selection of the correct tool, analysing critical 
processes for improvement and finding the causes of problems in order to fix them (Magnusson et 
al., 2004). In addition to the tools for the implementation, a critical success factor is the contribution 
of the whole organisation. The objective of increased customer responsiveness can only be reached if 
employees contribute their specific knowledge (Ehrlich, 2002). Involving employees from all levels of 
the organisation increases the possibility of identifying problems, improving processes and providing 
solutions.
3.4.4.3 Weakness of Six Sigma
According to Hammer (2002) the main weakness of Six Sigma is that the process to be investigated 
and for which a variance should be developed, is initially assumed to be flawless. Nonthaleerak and 
Hendry (2008) argue that there are two weaknesses in the DMAIC methodology, in particular in the 
Define and Control phases. Especially these phases focus more on financial goals of the company 
instead of considering the overall strategy of the organisation. Furthermore, a critical issue is that Six 
Sigma strictly uses statistical tools. Another problem is a lack of methodology for selecting high 
priority projects (Recker and Bolstorff, 2003).
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The application of the Six Sigma methodology is impaired in environments, which lack proper 
management, which are wasteful or not properly organised.
3.4.4.4 Six Sigma's use for the service sector
In essence, there are three reasons why the service sector is wasteful. The first one elaborates on the 
speed of processes. In general, service processes are slow and therefore prone to poor quality. This 
drives up costs and decreases the satisfaction of the customer. It results in a large amount of non­
value adding activities. A second issue is that there is often too much WIP (work in process) due to 
the slowness of the processes. This often also results from the complexity, which services entail. 
"Waiting" is also a non-value adding activity to the customer and results in lower customer 
satisfaction. The so called 80/20 rule is applicable to this issue as well. 80% of the problems are 
caused by 20% of the activities. So it is important to figure out the main problem areas in order to 
decrease the problems effectively. Overall, in services a lot of the activities are non-value adding to 
the customer. The main objective is to identify these activities and eliminate them in order to 
increase customer responsiveness and lower the costs.
Figure 6: Six Sigma
Target value
-So +6o
Source: www.braincenter.at/sixsigma.htm
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3.5 Measurement of service quality
The idea of quality measurement is to combine QM with customer requirements as an essential 
component in business performance. The aim of quality measurement is to control quality 
adequately. Quality can be measured as variable or as an attribute. (Slack et al., 2009) The basis of 
quality measurement is therefore the determination of customer requirements. The measurement 
approaches can be divided into customer-focused and business-oriented perspectives (Bruhn, 2008).
The approaches for the measurement of quality are summarised in the following figure:
Figure 7: Approaches for measurement of quality
Customer-oriented
measurement
Enterprise-oriented
measurement
Expert 
Monitoring 
Silent 
Shopper 
Service and 
product test
Multi-Attribute
(SERVQUAL)
Critical incident
technique
Sequential
incidence
(Blueprint)
Complaint
Analysis
FMEA 
Statistical 
process control 
Benchmarking
Quality Audits
Source: Author based on Bruhn (2001, p. 212)
As presented in Figure 7 the subdivision of the assessment criteria are divided into customer- 
oriented and enterprise-oriented measurement. Customer-oriented measurement is subdivided into 
objective and subjective factors. Subjective measurement is further divided into feature-driven, 
event-driven and problem-driven approaches. Enterprise-oriented measurement is subdivided into a 
management-oriented an employee-oriented approach.
General criteria for evaluating the process are relevance, completeness, actuality, clarity, 
controllability and efficiency (Meffert and Bruhn, 2006).
The following section explains and evaluates the measurement approaches.
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3.5.1 Customer measurement
One approach to distinguish the methods of measurement is to divide it into differentiated and 
undifferentiated measurements. The undifferentiated measurement is a kind of global opinion on 
the quality (Hentschel, 2000), while the differential measurement is the collection of statements on 
part of the quality. Overall, quality judgments can only be supplemented into differentiated 
measurements (Meffert and Bruhn, 2006).
Meffert and Bruhn (2006) mention that for a customer-oriented QM a clear statement about the 
planned and achieved service quality and its characteristics is necessary in advance. They ask for 
generated indicators that can possibly detect indirect quality. Therefore, mapping rules have to be 
developed, by which the quality level can be recorded (Meffert and Bruhn, 2006).
3.5.1.1 Objective measurement
Objective measurement can be carried out by direct customer survey or observation. As to the use of 
third parties, literature differs among the expert observation, Silent Shopper Method and services 
and product testing (Bruhn, 2008).
3.5.1.1.1 Expert monitoring
Through observation by trained experts information about significant deficiencies in the service 
production process and the resulting customer behaviour can be obtained. It is difficult to avoid bias, 
because staff under investigation react differently. The subjects do not respond naturally to the 
customer situation (Bruhn, 2008).
3.5.1.1.2 Silent Shopper Method
Silent Shoppers are observers acting as mystery shoppers, who simulate a real situation in order to 
detect deficiencies of the essential service production process. The problem with this approach is that 
mystery shoppers do not understand the sensations of real customers (Meffert and Bruhn, 2006).
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3.5.1.1.3 Service and product test
Another option to judge quality is to test the service and product by third parties. This method gets 
growing attention in the service sector (Meffert and Bruhn, 2006). Questionable is whether it is 
possible to get an objective picture of the overall service offered by the surveyed companies. 
Consultations can thus be simulated. However, the high level of human interaction in many services 
leads to an incorrect analysis (Bruhn, 2008 arrives also at this conclusion).
3.5.1.2 Subjective measurement
For the subjective customer-oriented measurement of service quality, feature-oriented, event- 
oriented and problem-oriented measurement techniques are used. The feature-oriented 
measurement techniques assess the overall service quality in terms of different features. The event- 
oriented measurement technique makes assessment based on the identification of customer quality. 
The problem-oriented measuring analyses the critical negative events (Meffert and Bruhn, 2006).
3.5.1.2.1 SERVQUAL approach as a multi-attribute method
The multi-attribute method is based on the assumption that the quality and coverage of the 
judgement of people is based on a multitude of quality attributes. One multi-attribute method is 
SERVQUAL SERVQUAL is an industry-developed instrument to measure the quality expectations and 
perceptions of quality of service customers (Parasuraman et al., 1985). The measurement is carried 
out by a standardised questionnaire that represents 22 items in five dimensions (see Section 3.3) of 
service quality (Bruhn, 2008; Pepels, 1995; Zeithaml et al., 1992).
For each of the 22 items two statements in double scale form will be formulated. One statement "it 
should be determined" measures the customer's expectations of service quality. The other statement 
"it is" determines the experienced quality. The used scale has seven series, asking the clients opinion 
from "I fully agree" to "I fully disagree" (Bruhn, 2008; Meffert and Bruhn, 2006). The assertion given 
is evaluated using a scale from 1 to 7, which has to be interpreted as follows: 1 = I fully disagree, 2 = I 
mainly disagree, 3 = I more disagree than agree, 4 = I neither disagree nor agree ,5  = 1 more agree 
than disagree ,6  = 1 mainly agree, 7 = I fully agree (Zeithaml et al., 1992). The method is illustrated in 
the following table:
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Table 8: SERVQUAL double scale approach
Employee’s of an excellent service provider are always friendly to thei 
customers
Employee's of the service provider XXX are always friendly to theii 
customers
Source: Author based on Bruhn (2008, p. 145)
DBBBBI 
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In order to get a SERVQUAL-censorship, customer expectations and the actually experienced quality 
are contrasted. The formula is as follows:
Impression figure -  expectation figure = SERVQUAL-censorship (Zeithaml et al., 1992).
The quality is separately determined for each of the five dimensions:
■ The SERVQUAL-censorships of every client for the assertion pairs for each of the five dimensions
are added and the five sums are divided by the respective assertion pairs (Zeithaml et al., 1992).
■ The determined values above are added for each dimension and divided by the number of the 
clients interviewed (Zeithaml et al., 1992).
By dividing the values of bullet point 2 by the number of dimensions, the unbalanced average client 
assessment is determined. When taking into account the additional importance of the five 
dimensions, a balanced customer assessment can be determined (Zeithaml et al., 1992).
In order to determine the relevance of the individual dimensions from a customer perspective, an 
additional assertion next to the existing 22 assertion pairs is executed. The client should dispense 100 
points to the 5 dimensions to express their importance (Zeithaml et al., 1992).
The following steps lead to the balanced customer assessment (Zeithaml et al., 1992):
■ The SERVQUAL-censorships of each client for the assertion pairs of each of the five dimensions
are added and the five sums divided by the respective number of assertion pairs.
■ The SERVQUAL-censorship developed for each dimension is multiplied with a hundredth of the 
client awarded score of importance.
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The balanced censorship of each dimension is added to its balanced total score for each 
interviewee.
■ The total scores of the individual interviewees are added and divided by the number of 
interviewees.
The balanced total score shows how high the client expects the quality of the service to be.
This can be applied to the individual assessment pairs, the five dimensions or the overall quality.
The difference (experienced minus expected) resulting from the two statements is between plus six 
and minus six. The higher the value the higher the customer perceived service quality of the items 
(Meffert and Bruhn, 2006). A major problem of this approach is the difference for example:
Table 9: Measurement of quality due to SERVQUAL
Evaluation of the expected staff competence 7
Review of the experienced staff competence 7
Difference 0
Evaluation of the expected staff competence 1
Review of the experienced staff competence 7
Difference 6
Source: Author
Table 9 shows that with the usage of SERVQUAL the perceived quality of customer A is lower than 
the perceived quality of customer B, although the degree of competence experienced is the same 
(Meffert and Bruhn, 2006).
Simultaneously, the SERVQUAL method provides very high demands on the discernment of the 
subjects. Different results may come from different interpretations of concluding the term "so it 
should be". A possible interpretation of the customer of the term "so it should be" could be seen in
the desired level of service quality,
the pure assumption about the level of service quality,
an ideal level of service quality, etc.
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The wide range to interpret SERVQUAL is subject to criticism (Asubonteng et al., 1996; Buttle, 1996). 
Criticisms include the use of different scores, the dimensionality and the applicabiiity. The 
dependence and independence of the five main variables are seen as a lack of validity (Babakus and 
Boiler, 1992; Carman, 1990; Cronin and Taylor, 1994, Kang and James, 2004). Subject to criticism is 
also the missing measurement of technical quality (Kang and James, 2004).
Despite these problems SERVQUAL is an extensible standard procedures instrument. It can draw 
conclusions about the importance of the five dimensions due to the overall service.
3.5.1.2.2 Critical Incident Technique as event-driven measurement
In the critical incident technique, customers are asked about critical events in the service production 
process. Both, positive and negative experiences are questioned by a survey that contains 
standardised questions. The events shall be described by the participants themselves (Stauss, 1992). 
The analysis is based on frequency and/or annoyance. The advantage of the method is that the 
provider receives some concrete evidence for QM. The disadvantage of the method is seen in the 
high costs of gathering and analysing data and the pure ex-post measure of experienced service 
quality for existing customers (Woratschek, 1998). The gathered knowledge is helpful in collecting 
minimum expectations of the customer due to its specificity and the broad coverage of qualitative 
aspects. The coverage of critical events is quite extensive, so this method should not be used 
continuously (Bruhn and Stauss, 2000).
3.5.1.2.3 Blueprint as event-driven measurement
Blueprint was developed by Shostack in 1984 as a measurement method that decomposes the 
service into its process steps for analysis. Her approach is pragmatic in defining the quality of 
services. Shostack (1984) found out that service variants are often characterised in the "trial and 
error -  procedure". New service offerings should be tested before they are offered (Shostack, 1984). 
The goal is to ensure an appropriate comprehensive and rational service based upon customer 
requirements. In her studies, she especially emphasises the process of service creation.
The received service is the result of a process. The staff is part of the process and has to participate in 
the process in order to ensure success. Better service can only be realised, if the service and the 
process design are improved. The visualisation of services is just the first step. It is foiiowed by the 
presentation and description of the contact points for customers (Shostack, 1984). Shostack's (1984) 
results to blueprint a service process are described in the following Table 10:
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Table 10: Shostack's (1984) three steps to blueprint a service process
■ The process analysis, in the form of the subdivision of the overall process into individual process elements and mapping (allocation) of resources (human and physical capital) as well of attributes (duration, start and end).
The Isolation of critical points and stopping criteria as a prerequisite for a "fall safe" design of the service
The analysis of the profitability of the processes and services as a result of a process cost analysis
Source: Author based on Shostack (1984)
Albrecht (1993) figured out that service can be further divided into visible and invisible parts to the 
customer. The edge between visible and invisible parts is called the "line of visibility" and the 
moments of direct contact between service providers and customers are called "encounter points" 
(Albrecht, 1993, p. 246). Albrecht's (1993) findings and Shostack's (1984) model were combined by 
Kleinaltenkamp (1997). His model is described in Table 11:
Table 11: Measurement of quality due to SERVQUAL
Separation between the service provider's processes and customer activity
Extension of the "line of visibility" to all by the client visible parts of the process
Separation between the processes of integration and the direct customer support 
processes
Separation of action customer-induced performance process and the 
performance-oriented process
Separation between resource allocation and market development
Source: Author based on Kleinaltenkamp (1997, p. 87)
3.5.1.2.4 Complaint analysis as problem-oriented measurement
Customer complaints indicate their dissatisfaction about the service if the customer subjectively
experienced a bad service (Meffert and Bruhn, 2006).
The complaint analysis can be addressed orally, written through direct customer complaints or via a 
customer survey. Complaint details need to be clear. Reasons are, amongst others, service 
management dissatisfaction of customers with the provided service (Corsten and Gossinger, 2007). 
However, customers have difficulties in communicating their complaint to the company and in 
recording their complaint completely (Meffert and Bruhn, 2006).
Another problem is that only a fraction of dissatisfied customers complain, even if more customers 
are dissatisfied, which leads to an incomplete coverage. In service provision, the customer and the 
service provider are often working together. Therefore, a mapping of the problem is sometimes 
difficult (Bruhn and Stauss, 2000).
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Despite all objections the complaint analysis is a key element of quality measurement. Customer 
dissatisfaction should be minimised and this allows an identification of operational weaknesses and 
market opportunities (Meffert and Bruhn, 2006).
3.5.2 Ways to measure enterprise quality
3.5.2.1 Quality audits as employee-measurement
The employee-oriented quality measurement is accomplished by the acquisition of the quality level 
and by structure, process and objective of the service provider as well as by the resulting quality of 
costs. These consist of cost to prevent errors in quality control and assurance, appraisal costs arising 
from the implementation of quality analysis and control and failure costs for compensation 
(Pepels, 1995).
On the basis of quality audits the service process is subject to a systematic review by external or 
internal independent experts. The audit examines the activities and events within a department to 
determine, whether they meet specific requirements. Subject of the quality audit is the QMS of the 
service provider. The quality of the service itself will not be tested, but the different structure, 
process and goals of the company (Meffert and Bruhn, 2006). The results of the audit should be used 
for continuous improvement to give employees a greater sense of quality, to improve 
communication and thereby increase their motivation.
3.5.2.2 Management-oriented measurement
Management-oriented measurements are based on management's assessment regarding the quality 
of service of their company (Meffert and Bruhn, 2006).
3.5.2.2.1 Failure Mode and Effects Analysis
The failure mode and effects analysis (FMEA) is a preventive, formalised, analytical and qualitative 
method that refers to the systematic description and assessment of risk conditions. A service 
provider should devote special attention to the error prevention because a subsequent correction of 
the service provided is often difficult or impossible. In the failure mode and effect analysis the 
organisation therefore tries to detect all possible mistakes and errors in a service process to 
determine the urgency of preventive measures (Meffert and Bruhn, 2006).
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The FMEA is used at the development stage of a service to analyse possible causes of errors and their 
consequences. In the FMEA all potential errors are recorded and evaluated according to their 
performance and their likelihood of discovery. The consequences of failure for the customer will be 
analysed and will identify measures to avoid such errors.
Bruhn (2008) distinguishes three types of FMEA:
System FMEA (investigation of the cooperation of individual system elements - divisions) 
Subsystem FMEA (examination of the structure of individual service components defined in the 
claims)
Process FMEA (examination of individual performance processes)
Stockinger (1993) and Kersten (1994) divide the procedure in FMEA into four phases:
Error description 
Risk assessment 
Actions/solutions 
Success evaluation
In the error description potential errors in the service delivery process, their causes and their 
consequences for the customers are determined and formulated. In risk assessment the significance 
of consequences of failure and their presence will be assessed.
At the example of Bruhn (2008, p. 194-195) the FMEA, applied to the topic of tax service, can be 
described:
Table 12: FMEA at the example of tax service
Tax division Income tax 
declaration
Wrong tax class Wrong tax 
computation
Wrong tax 
assessment note
Income tax 
declaration
Compiling the 
annual tax 
declaration
Error in data 
input from 
income tax card
Wrong basic 
personal data
Wrong tax 
computation
Personal data 
entry
Assure correct 
output of tax 
declaration
Missing
adjustment
Error in metering 
from income tax 
card
Wrong basic 
personal data
Source: Author based on Bruhn (2008, p. 194)
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For the example of incorrect personal data input the following table demonstrates the system of 
calculating the risk priority number which may have an influence in causing errors:
Table 13: Risk priority number for the example of tax service
3 3
2 10
5 10
30 300
Source: Author based on Bruhn (2008, p. 194-195)
The risk priority number assumes that the probability that a failure occurs (A), the probability of error 
detection (B) and the impact of an error for the customer (F) are rated according to their individual 
values. At a scale from 1-10 "1" describes low risk while "10" describes high risk. By multiplying the 
values of A, E and F we obtain the risk priority number. The greater the individual values, the more 
necessary it is to strive for prevention.
In adopting measures/solutions four starting points exist (Bruhn, 2008, p. 195; Kersten, 1994, p. 477-478):
Avoidance of failure cause 
Reduce error occurrence probability 
Reduce the significance of the error 
Increase the probability of error detection
The success of the programme can be measured by comparing the risk priority number in the initial 
state with the risk management and evaluation after implementation.
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3.5.2.2.2 Procedure of Statistical Process Control
Statistical Process Control describes the process of collecting objective data such as journey times, 
number of complaints, waiting times of customers, etc. Standards will be defined that must be met 
by the service provider. Variances that describe a severe discrepancy to the standards need further 
investigation and detect areas that need quality improvement (Meffert and Bruhn, 2006).
3.5.2.2.3 Benchmarking
Benchmarking is a continuous comparative analysis of products, processes or methods. A comparison 
takes place between own enterprise's results and those of most competitors or the best in the class. 
Results are qualified and evaluated on the basis of certain benchmarks (Schneck, 2007). Bruhn (2008) 
distinguishes different units that would be eligible as a comparison object:
Table 14: Benchmarking divided into internal and external comparison by Bruhn (2008)
Corporate services, 
which create the 
same performance
The results of a department or work unit will be compared to certain performance 
measures of other corporate entities. Here, the "best of enterprise" is determined.
Service providers who 
create the same 
performance in the 
same industry
Benefits of a corporate division are compared to essentially identical services of other 
companies. Comparative values are for example
■ Customer loyalty or
■ Productivity of the service provider.
This form of benchmarking is the most appropriate instrument for measuring the 
quality of service (the company voluntarily exchange their data in the context of a 
collaboration). The problem is that other companies can pass on sensitive information.
Service providers 
offering services in 
the same branch of a 
foreign power
The data base of a foreign agent, who is not in direct competition with the own 
enterprises, is easier to obtain. The same benefits - for example, the costs - can be 
compared without creating a competitive disadvantage.
Source: Author based on Bruhn (2008)
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3.5.3 Summary
The measurement of service quality requires a differentiated reflection of quality characteristics. This 
results from the different expectations of the service demand in relation to the quality of service and 
the handling of service quality in the company (Benkenstein, 1994). The various methods of quality 
measurement have their advantages and disadvantages. Demand-driven measurement has a variety 
of possible outcomes. Therefore, a lot of work needs to be done in order to get an overview of the 
measurement results. The event-oriented metrics are very suitable in practice, since the critical 
incident technique and the board of analysis can be easily combined. The disadvantage of feature- 
oriented measurement SERVQUAL (its multi-attribute methods) is seen in the high requirements for 
the subjects and the different possible interpretations of the concept of expectation. The provider- 
driven measurement is the management's responsibility. In case management does not see the 
importance of quality as part of this process and its presentation to customers and competitors, then 
the competitive disadvantage will increase. The FMEA is very dependent on the risk priority number 
and differs from the assessment of risk (occurrence of a problem) and its implications. The outcome 
may differ due to users and analysts. Benchmarking is the most common and successful approach. 
The important issue is a combination of demand- and provider-driven measurement as the only way 
to gather information about the existing service quality in the company. Cost-benefit effects should 
be considered by analysing costs for measurement and benefits to the output.
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3.6 Development of models in quality management
For the characterisation of service quality a plurality of dimension-oriented models has been 
developed, which regard the distinctiveness of service quality in contrast to other sectors (Haller, 
1998). Some of them are oriented stronger towards scientific theoretical elements, whereas others 
put most emphasis on the empiricism (Ullrich, 2003).
3.6.1 Introduction
"To date, there has been no clear agreement across service industries on what might constitute the 
generic and specific dimensions of service quality" (Zeglat et al., 2008, p. 212). In contrast, the 
practical applicability is highly controversially discussed due to the heterogeneity of the sectors and 
service types. On the one hand, the following models by Donabedian (1966) and Gronroos (1982) as 
well as the broad quality model by Meyer and Mattmuller (1987) are described as well-established in 
the scientific literature (Guthoff, 1995; Bezold, 1996; Haller, 1998; Buhler, 1999; Forberger, 2000; 
Breithaupt, 2005). On the other hand, some empirical studies present different results. According to 
those studies, the QMS are based on only one factor, the perceived quality, and contradict the 
prevailing opinion (Babakus and Boiler, 1992; Babakus and Mangold, 1992; Cronin and Taylor, 1994; 
Zeglat et al., 2008). Further studies confirm a multi-dimensional structure of perceived quality e.g. 
customer satisfaction (Brandt, 1987; Johnston, 1995; Silvestro and Johnston, 1990, Stauss and 
Hentschel, 1992) Scientific models, which are based on the customer's perspective, are the GAP- 
model by Parasuraman et al. (1985) and the model by Silvestro and Johnston (1990).
3.6.2 The model by Donabedian (1966)
The quality model by Donabedian (1966) was the first model in science (Auer, 2004) and differentiates 
three quality parts using the example of medical services "structure", "process" and "outcome" 
(Donabedian, 1980, p. 86). The quality dimensions are demonstrated in the following figure:
Figure 8: Quality dimensions by Donabedian
Structure ►1Process ►1Outcome
Source: Author based on Corsten and Gbssinger (2007, p. 278)
"Structure" encompasses the permanent resources needed to provide a service, for instance the 
staffs skills or the technical equipment. This contains the physical noticeable environment -  the 
frame in which the service is offered.
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"Process" describes all processes necessary for the provision of the service. In the process phase 
the service quality is affected by the client's subjective sensation during contact with their service 
provider.
"Outcome" refers to the result of the service. The consumer's evaluation of the final result is the 
centre of attention.
The final evaluation results from the contrast between the customer's expectations and the service 
realisation, for which a proportional addition exists. The higher the client's expectations, the higher 
the realisation quality has to be in order to satisfy the client (Bezold, 1996). The three 
interdependent elements are the basis for the overall assessment of service quality, which results 
from the sum of the quality of each single phase. The dimensional analytical approach by 
Donabedian's (1966) emphasises, next to the result, also the meaning of the process for final service 
quality (Martini, 2008).
3.6.3 The Model by Gronroos (1982)
Gronroos developed a model that is built upon Donabedians (1966) time phase model and puts most 
emphasis on the experienced service quality (Gronroos, 1982). It is the result of an assessment 
process, in which the consumer compares his expectations to the experienced service. The structure 
of the model is presented in the following illustration:
Exp ecte d  service P e rce ive d  service  q u a lity P e rce ive d  serv ice
Traditional m arketing activities (advertising, 
personal selling, PR, pricing); and external, 
influence by traditions, ideology, and w ord- 
of-mouth
Im age
Technical InternalAttitudes
solutions relations
Customer
Behaviour
contact
Know- how Functional
quality
MachinesTechnical
quality Accessibility Service
mindedness
Computerized
Appearance
systems
Figure 9: Systematic representation of service quality from Gronroos (1982)
Source: Gronroos (1982, p. 79)
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As visible in the illustration, Gronroos (1982) generally differentiates a technical and a functional 
dimension in service quality. The technical dimension describes the content of the service itself 
('what'), while the functional dimension describes the form of the service provision ('how'). 
Consequently, the technical function can be described as the sum of the service programme and the 
functional dimension as the modality or excellence of the service. According to Gronroos (1982), it is 
possible to objectively measure the technical dimension ('as any technical dimension of a product1) 
(Gronroos, 1982, p. 61), while the functional dimension is mainly based on subjective judgements. 
The overall judgement on experienced quality is, following Gronroos (1982) arguments, mainly 
dependent on the functional quality, as the functional dimension is, with superior effort, even able to 
balance out deficits in the technical dimension (Bruhn, 2008). Another factor influencing the 
perception is the image of a company, which acts as a screen between the experienced quality and 
the quality dimensions (Martini, 2008). The image is affected by the technical and functional quality 
of the past and influences the expectations of the service provider. A good image for example can 
make the customer forgive small mistakes on the part of the service provider. In contrast, a bad 
image in combination with only small mistakes may cause a customer to judge the mistake as fatal 
(Gronroos, 1982; Meyer and Mattmueller, 1987). An image change is hard to achieve and only 
possible with long lasting achievement trends. Quality dimensions and the image are 
interdependent, since the apprehended effort also influences the image formation of the customer 
(Bruhn, 2008; Buker, 1991; Haller, 1998). Furthermore, the subjective perception and the judgement 
of quality are of crucial importance in the model. However, not only the result, but also the perceived 
elements before, during and after the service creation process are important. The moments of actual 
contact between the consumer and the providing organisation are of exceptional importance. These 
moments form the quality judgement in a special way and are considered as 'Moments of Truth' 
(Gronroos, 1994).
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3.6.4 The model by Meyer and Mattmuelier (1987)
The comprehensive model of Meyer and Mattmuelier (1987) integrates the aspects of Donabedian 
(1966) and Gronroos (1982) and considers the development of quality during the whole service 
process (Bruhn, 2008). Hereby, it also takes into account the influence of the consumer on the service 
quality. The overall quality impression of the consumer is influenced by the following sub-qualities 
(Meyer and Mattmuelier, 1987):
Quality potential of the provider: It describes the existing capability of the internal subjects 
(provider and employees) and the supporting internal objects (technical equipment, and other 
means). It hereby defines the possibilities to provide individual and specialised problem 
solutions. To inform external stakeholders, the quality potential can be documented for example 
with awards, qualification profiles or references. An additional factor for determining the quality 
potential is the contact potential. It includes all cliental contacts.
■ Quality potential of the consumer: It combines the integration and interactivity potential of the 
consumer. The integration potential describes the existing willingness of the consumer to 
participate in the service creation process. It can be positive, neutral, or negative (Martini, 2008). 
The interactivity potentials are possible contacts between consumers, which may have a positive, 
negative or neutral influence on the quality of the service.
Process and performance quality: The process quality is the result of the co-operation of both 
potential dimensions. The performance quality may be first of all determined by the degree of 
implementation of the desired service. Additionally, the adjacent quality is of importance, which 
may be recognised later or not at all (Westerbarkey, 1996).
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The model of Meyer and Mattmueller (1987) is presented in the following illustration:
Figure 10: Model of service quality
Quality potential of Quality potential of
Process quality
Provider customer
Source: Meyer and Mattmuller (1987, p. 192)
Procedural result
Outcome quality
Result quality
Process behaviour
I
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3.6.5 The GAP-model by Parasuraman et al. (1985, 1988)
The GAP-model is an industry independent model to determine service quality from the perspective 
of customer and company (Parasuraman et al., 1985; Bruhn, 2008). It focuses on the customer 
perspective and perception, the perceived quality. Initially, the aim was to determine the evaluation 
criteria for service quality of the customer. For that reason, explorative studies were conducted, in 
which service providers and consumers were interviewed (Kaiser, 2005). The result demonstrated 
that despite having samples from different industries the criteria to judge quality are similar 
(Bruhn, 2008; Corsten and Gossinger, 2007). Figure 6 illustrates the GAP-model in detail:
Figure 11: The GAP-model of service quality
Word of m outh  
rn m m u n ira tin n  ^
Personal n eed s Past experience
< -------------
... . ............  ....  —  .
J
Exp e cted  service
mamm
Hi t______________
Service delivery 
(including pre- and 
post- contacts)
External 
communications to 
customers
Source: Author based on Zeithaml et al. (1992, p. 62)
4 4 4
*  1
Translation of
perceptions into
service quality
specifications
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Of central importance for the judgement of service quality, based on this model, are the expectations 
of customers (Kaiser, 2005). A positive quality perception can only be generated, if the actual service 
at least fulfils the expectations (Parasuraman et al., 1985). Dissatisfaction concerning the quality 
arises, whenever there are so called GAPs between expectations and actual performance (Corsten 
and Gossinger, 2007). The authors differentiate between five GAPs (Meffert and Bruhn, 2006), which 
are presented in the following table:
Table 15: Description of the GAPs in the model of Parasuraman et al. (1985)
The discrepancy between customer 
expectations and the management perception 
of customer expectations
■ Inadequate communication
■ Lack of market research
Discrepancy between management perception 
of customer expectations and the service 
standards of the company
■ Unclear objectives in service quality
■ Management's lack of problem-solving ability
Discrepancy between service standards of 
company and actual service delivered
• Less staff qualification
■ No teamwork
■ Wrong criteria for performance monitoring
Discrepancy between actual service delivered 
and the external communications to the 
customer
■ Unrealistic customer expectations because of 
exaggerated promises
The discrepancy between the expected service 
and the perceived service of the customer
The sum of discrepancy
Source: Author based on Parasuraman et al. (1985)
The overall deviation is described by GAP 5. It shows the difference between the expected and the 
actually experienced service and is the basis for the final judgement. The following formula 
represents the analysis of the GAPs:
Figure 12: The GAP-formula for measure service quality
GAP 5 = f (GAP 1; GAP 2; GAP 3; GAP 4)
Source:Zeithaml et al. (1992, p. 62)
In order to reach an optimal service quality, all the gaps have to be minimised so that the service 
provided is in accordance with or even exceeds the customer's expectations.
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3.6.6 The model by Gronroos and Gummesson (1987)
This service quality model combines the service quality model of Gronroos and the product quality 
model of Gummesson (Auer, 2004). Gummesson's model was developed to be theoretically 
applicable to services and to products. Gronroos describes the technical and functional quality, 
whereas Gummesson includes design quality, production quality, delivery quality and relation quality 
(Schreiner, 2005). These together determine the image of the company, the experience and the 
expectations on the part of the customer. Altogether they form the perceived quality of the service.
Figure 13: The Gronroos - Gummesson integrated quality model
Image
Experiences
Expectations
Customer perceived 
quality 
Customer satisfaction
* Invisible/Visible Noninteractive/lnteractive
"* Own/Subcontracted__________________________________________________________________________________
Source: Gummesson and Gronroos (1987, p. 15)
An advantage is that the model is applicable to the product and the service sector. However, it is 
criticised for including quality dimensions that are not adequate for determining service quality, as 
for example production and delivery quality. Compared to the model of Gronroos it does not yield 
new knowledge, so that it can be rejected on its lack of detail.
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3.6.7 The model of Silvestro and Johnston (1990)
Silvestro and Johnston (1990) model is based on Herzberg's work and investigates the hypothesis 
that perceived service quality is represented by two determinants of higher-level dimensions of 
service quality. They identified, by applying the critical incident technique, 192 critical events that 
were compressed using a content analysis to 15 quality factors in three dimensions (Kaiser, 2005):
Figure: Distribution structure of the service quality determinants
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Source: Silvestro and Johnston (1990, p. 201)
■ "Hygiene factors" are those attributes the customer expects. Non-performing those attributes 
results to a lower perceived quality of service and thus results in dissatisfaction. A good 
performance of those factors contributes nevertheless an increase of perceived quality. Those 
attributes were identified as, competence, responsiveness, functionality, integrity, reliability.
■ "Enhancing factors" are those attributes their failure to perform does not cause any 
dissatisfaction, however, fulfilling those increases the perceived service quality and satisfaction. 
Those attributes were identified as friendliness, aesthetics, attentiveness, cleanliness, 
availability.
■ "Dual-threshold factor" as new dimension are those attributes that were identified as including 
the attributes that customers expect and contribute to satisfaction but can also lead to 
dissatisfaction, which is seen as an extension of the dimensions. These attributes were identified 
as comfort, communication, care, commitment, courtesy.
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3.6.8 The model by Corsten (1990)
The model by Corsten differentiates between capability, process and result (Schreiner, 2005). The 
capability dimension encompasses supplier and consumer capability, as in the model of Meyer and 
Mattmueller (1987). The resulting service quality is presented differently compared to the already 
introduced models. He includes a new factor into the analysis, namely time.
Figure 14: Service quality model of Corsten
Consumer
Capability
component
Willingness
component
*
Resulting service quality
Functional quality 
Style quality 
Duration quality 
Integration quality
Source: Corsten (1990, p. 116)
A critical point of the model is the product-orientation of the model, especially with regard to the 
resulting service quality.
Corsten's model has been extended. A quality assessment component is now implemented in the 
model and expected and perceived quality is cross-checked. Here, the expectation of quality is 
influenced by the communication policy of the provider.
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3.6.9 The model by Zeithaml (1981)
Zeithaml (1981) differentiates three components of service quality: search component, experience 
component and credence component (Auer, 2004).
The search component describes the characteristics that are important to evaluate a service prior to 
the service provision. The experience component includes the characteristics that are important for 
providing the service. Finally, the credence component represents the characteristics that cannot be 
evaluated even after the service provision, at least not in the short run.
In this model, only the credence component represents a knowledge increase, since neither the 
search, nor the experience component increase the potential and process of other models (Gouthier, 
2003). The credence component, in contrast, explains the complexity of evaluating services. It puts 
emphasis on the fact that not all results of a service can be measured.
3.6.10 The model by Berry (1986) and by Brandt (1987)
Berry distinguishes in his model of service quality between routine service and non-routine service 
(Berry, 1986). The "routine service" describes what a customer expects from a typical service or what 
could be normally expected from the service provider. The "non-routine service" additionally 
involves the conduct of the service, e. g. if they are confronted with problem cases or unanticipated 
customer requirements. Mostly, it is the exceptional dimension to situations that require an 
individual approach to the customer. Berry (1986) means that service providers "should strive for 
perfect service but be prepared to respond, if things go wrong. How firms respond if things go wrong 
is the 'acid test' for service quality (Berry, 1986, p. 7). According to Berry, service quality from a 
customer point of view is decisively influenced by the behaviour of the service provider in 
exceptional circumstances.
The model of Brandt (1987) is similar to the model of Berry (1986). He differentiates service quality 
between the "minimum requirements" and "value-enhancing elements". The "minimum 
requirements" are "elements and processes that address the minimal expectations and demands of 
customers" (Brandt, 1987, p. 61). The "minimum requirements" constitute the necessary 
components of a service that are expected by the customer. Negative deviations of the "minimum 
requirements" are perceived by the customers in the form of quality deficits and punishable by 
"demerits". According to Brandt (1987) the "value-enhancing elements" contain "elements and 
processes that facilitate positive disconfirmation of customer expectations" (Brandt, 1987, p. 61).
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Consequently, the provider of services, who expands with appreciation components will get "bonus 
points" from the customer. They are awarded primarily to those elements that go beyond the usual 
industry standard.
Table 16: Diversification of service quality components by Berry (1986) and Brandt (1987)
Berry routine service non-routine service
Brandt minimum requirements value-enhancing elements
Source: Author
Table 16 shows that Berry and Brandt differ in their quality models between an ordinary and an 
extraordinary component (Benkenstein, 1993). They are therefore universally applicable for the 
description of services (Hentschel, 1992).
3.6.11 Comparison of the models
It can be concluded that the approaches presented in the models are very similar. However, the 
operationalisation of the models is very different, which is due to different underlying study objects.
The basis for most of the featured approaches is the model by Donabedian (1966), in which service 
quality dimensions are operationalised by potential, process and outcome quality. The contents of 
these three qualities show recognisable similarities. These are the technical rational product 
features, the service components, the relationship and the image components. The features of the 
quality dimensions describe the substance or product components of service.
The presented models can be evaluated by examining whether the fulfilment of the criteria, 
according to Hentschel (1992), "customer-oriented quality definition", "simplicity", "directedness", 
"adaptability" and "completeness", is accomplished.
3.6.11.1 Customer-oriented quality definition
All models illustrate a certain understanding of quality, which is not clearly defined. This is 
particularly true for the approach of Donabedian (1966). While the author distinguishes between the 
potential, process and outcome dimension, he finds no concrete definition of quality. His approach is 
solely aimed at the identification of relevant dimensions of service quality and enables the use of 
different quality perceptions of the model.
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Corsten and Grossinger (2007, p. 116) define quality as the "sum of product features" and take the 
influence of customers on the quality of service into account. A detailed explanation of the vision of 
quality, however, is not presented. They assume that the vendor has influence on the quality 
assessment by the customer. It can be concluded that in their approach they focus on customer 
quality awareness.
Meyer and Mattmuller (1987) describe their understanding of quality in more detail. Quality 
assessment is subject to the subjective perception of the customer. Limited quality assessment is 
seen in the lack of materiality (Meyer and Mattmuller, 1987). They also take into account the buyer's 
philosophy of the functional quality dimension and the customer's point of view.
An implementation of the customer-oriented quality approaches to the understanding of Gronroos 
(1982), Parasuraman et al. (1985), Berry (1986), Brandt (1987) and Silvestro and Johnston (1990) 
results directly from the presentation of the approaches.
3.6.11.2 Simplicity
All approaches focus on the essential issues and fulfil the requirement of easy understandability 
(Hentschel, 1992). While Gronroos (1982), Berry (1986) and Brandt (1987) distinguished only two 
quality dimensions, Donabedian (1966) and Silvestro and Johnston (1990) established three 
dimensions. These approaches satisfy the requirement of simplicity. The approach of Corsten (1990) 
proves to be more complex than the others. However, the clear distinction between the provider and 
client consideration of the potential dimension is easy to understand.
This can be applied to the approach of Meyer and Mattmuller (1987) with their combination of 
potential, process and result dimension, with the technical and functional quality dimension. Even 
with Parasuraman et al. (1985), simplicity is the basis of the distinction given for five dimensions of 
quality.
3.6.11.3 Uniqueness
Donabedian's (1966) approach allows a clear differentiation between potential, process and outcome 
dimensions and a clear mapping of characteristics. Therefore, the demand for uniqueness is satisfied. 
This can also be applied to the model by Corsten (1990), which is built on the approach of 
Donabedian (1966) (Hentschel, 1992).
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The approaches of Parasuraman et al. (1985) and Silvestro and Johnston (1990) prove to be 
particularly positive regarding any doubts about quality characteristics classified to quality 
dimensions. This is based on the empirical studies carried out to design the approach leading to an 
overlapping definition of quality dimensions (Benkenstein, 1993, also arrives at this conclusion)10.
Gronroos (1982) describes the distinction between the technical and functional quality dimension 
less distinctively. Thus, Benkenstein (1993) argues that a customer "in his quality perception can only 
be important to differentiate between technical and functional quality attributes" (Benkenstein, 
1993, p. 1105). Other issues differentiate between the criteria (what?) and the way of performance 
(how?). This also applies to the model of Meyer and Mattmuller (1987), which combines the quality 
dimensions according to Donabedian (1966) and Gronroos (1982).
However, due to the distinction made between minimum and appreciation components by Berry 
(1986) and Brandt (1987), a clear implementation of quality characteristics cannot be done (Wimmer,
1987). On the one hand, the implementation will vary from person to person, on the other hand a 
temporal instability of the assignment is to be expected.
3.6.11.4 Adaptability
With regard to the adaptability of the models, one can distinguish between the theoretically 
developed models and models with empirical approaches.
The models of Parasuraman et al. (1985) and Silvestro and Johnston (1990) are based on empirical 
approaches. In particular, the model by Parasuraman et al. (1985) is limited by the empirical 
foundation of their approach on five dimensions. The authors investigate service on consulting so 
that the result is imbalanced and therefore biased.
The other models are all based on theoretical considerations. In particular, Meyer and
Mattmuller (1987) emphasise this, as they do not perpetuate the weighting of individual dimensions
of quality but suggest a different balance depending on the nature of service.
3.6.11.5 Completeness
It remains to consider whether the models contain the potential capture, process and outcome 
dimension of services.
Benkenkein (1993) conclusion focuses on Parasuraman et al. (1985) work.
10
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The model of Donabedian (1966) points out all three of the requested dimensions. The integration of 
external factors in the phase of the process does not occur. Because of the low specification, a partial 
fulfilment of the criterion is achieved.
The approach of Corsten (1990) meets the requirements to a limited extent. Although he makes a 
concrete dimension by considering the term potential of the service and demand and he is explicit on 
the process dimensions, he concentrates on the personal interaction between providers and 
recipients.
The model of Meyer and Mattmuller (1987) presents a strong focus on the interactive nature of 
services. The integration of external factors is neglected by the object. In addition, the authors define 
sequence quality as part of the outcome quality. In their comments the authors include all service 
levels so that a conditional fulfilling of the criteria of completeness is given.
Gronroos (1982) does not explicitly mention service levels in his distinction between technical and 
functional quality. However, because of his remarks it can be suggested that he incorporates them 
into his model. Due to the lack of consideration of external factors the objective of completeness is 
only partially fulfilled.
The distinction between minimum and appreciation components of service quality by Berry (1986) 
and Brandt (1987) has no direct phase relation. This approach is applicable to the potential, process 
and outcome quality. The model itself does not give a complete coverage of the service.
Even the approaches of Parasuraman et al. (1985) and Silvestro and Johnston (1990) are not directly 
based on a consideration of the potential, process and outcome quality. The definition of service 
quality as a measure of agreement between expected and perceived quality and the presentation of 
the perceived performance as a result of the performance process suggests that quality from the 
author's perspective is primarily oriented towards the outcome dimension.
For Parasuraman's et al. (1985) approach in contrast, the dimensions "substantive", "kindness" and 
"reliability" are also applicable to the potential and process dimension. Even here external factors are 
neglected. The completeness is therefore only partially achieved (Buker (1991) also arrives at this 
conclusion).
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In Table 17 the results of the evaluation of the models are summarised. A grid is used as an 
evaluation model developed by Hentschel (1992). The grid was adapted by a five scale rating. The 
range starts with one star that certifies no conformance with the requirements of the defined 
features and ends with five stars that certify an excellent conformance with the requirements of the 
features.
Table 17: Judgement of operationalised optimisation processes
Source: Author based on Hentschel (1992, p. 102)
3.6.12 Development of a model of quality in relation to the tax service
The quality comprehension in the tax advisory is shaped by challenging admittance requirements and 
demanding professional policies. Only those who have the qualities of being functional and personal 
are admitted to perform the profession. In addition to civil law and criminal law, the professional 
liability law is applicable to the profession. The tax advisory law regulates the professional duties and 
the control of the chamber so that an accurate exercise of the business can be assured (Pestke,
1995). The actions of the chamber reach from objection corresponding to § 81 StBerG to the 
disqualification corresponding to § 90 StBerG. The adherence to compulsory regulations results 
overall in a high quality standard. However, it does not guarantee a holistic customer-oriented 
quality measure, but only gives basic conditions of an individual quality comprehension.
The assessment of the models has shown that no approach corresponds fully to the required 
assessment criteria. Moreover, the distinct dimensions of quality for a methodological determination
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are still too abstract and require further specification. In order to compensate for the disadvantages 
of individual models, various approaches should be combined to further improve the quality 
dimensions.
The combination of Donabedian's (1966) model is adequate. By encompassing potential, process and 
outcome dimension, the nature of tax consultation is captured to a sufficient extent.
In order to make the potential dimension adaptable, it is necessary to subdivide it into personal, 
substantive and organisational performance.
The considerations to combine models are presented in the following table:
Table 18: Considerations to combine quality models
Source: Author
Combination was already done by Meyer and 
Mattmuller
An anew combining 
would not gather new 
information
rejected
Structure criteria not combinable none rejected
Combinable structure criteria due to the 
quality dimensions are given 
A comparable combination between those 
models does not exist A combination could 
gather new 
information
accepted
■ Combinable structure criteria due to the 
quality dimensions are given 
• A comparable combination between those 
models is in progress
rejected
A comparable combination between those 
models already exists
An anew combining 
would not gather new 
information
rejected
In accordance with the stated requirements Table 18 shows a combination of the approaches of 
Gronroos (1982), Berry (1986) and Brand (1987), Parasuraman et al. (1985), Silvestro and Johnston 
(1990) as well as Meyer and Mattmuller (1987).
A rationale for a combination between Donabedian (1966) and Silvestro and Johnston's (1990) model 
is possible in that a derivation of quality criteria for the freedom to overlap the outline criteria of 
quality dimensions is possible. Interaction related to the quality characteristics are applicable, which 
result from the broad empirical research approach. In contrast, the model is already very specific 
which makes it hard to further develop it. However, it is subject to further comparable academic 
work in progress.
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The linkage between a structural, a processual and an outcome quality dimension with the technical 
and functional quality has already been accomplished in the approach of Meyer and 
Mattmuelier (1987). A new gain in knowledge could not be expected.
The distinction between the minimum and appreciation component as mentioned by Berry (1986) 
and Brandt (1987) is not adaptable due to the time allocation problem.
This adaptation problem does not exist when combining the approach of Parasuraman et al. (1985) 
with Donabedian (1966). The derivation of quality criteria gives the possibility to overlap the outline 
criteria of quality dimensions.
A rationale for a combination with the approach of Parasuraman et al. (1985) is that a derivation of 
quality criteria for the freedom to overlap the outline criteria of quality dimensions is possible. With 
this basic approach, especially interaction related quality characteristics are applicable, which result 
from the empirical research in consultant intensive services (Benkenstein, 1993). A link between the 
approaches of Donabedian (1966) and Parasuraman et al. (1985) is to be made for a further 
consideration of the service quality of tax service. Also Hentschel (1992, p. 103-104) has represented 
the view that a combination of these approaches with respect to a specification of quality proves to 
be fruitful.
By taking into account the approach of Parasuraman et al. (1985), benefits are mainly seen in the use 
of customer-oriented quality concepts. Moreover, a dominance of process-related considerations by 
the balanced coverage of the potential and earnings level is avoided. The exact specification of 
quality-relevant areas leads to a relatively simple derivation of quality criteria. A disadvantage, 
however, proves that the adaptability of the approach of Parasuraman et al. (1985) does not allow 
any extension. The integration of new information would lead to the formation of an additional 
dimension of quality and must therefore be either subject to relevant empirical substantiation or 
argument motivated by substantive deficiencies in the conceptual foundations of the approach. The 
completeness of the approaches will not be affected by their combination. These advantages should 
be present in the model. It serves as a basis for the derivation of tax service specific quality 
characteristics.
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3.6.13 Applying the model to the tax Service
Following the approach of the model developed, it is now necessary to work out the important 
qualities for the tax service. Particularly the ideal-typical fundamentals should be characterised. In 
practice, however, different quality characteristics can be offered by each firm according to the 
services and due to the subsequent refinement of the potential factors of varying customer 
requirements from case to case.
As a starting point for the derivation of quality attributes, the underlying conceptual approaches are 
used as definitions of quality dimensions. It makes sense to define the quality dimensions according 
to Parasuraman et al. (1985) and to transfer the organisational, substantial and material aspects of 
the potential dimension. The matrix based upon Hentschel (1992, p. 105) is presented as follows:
Table 19: Combination of Parasuraman's (1985) and Donabedian's (1966) dimensions
Source: Author based on Hentschel (1992, p. 105)
Two tasks have to be addressed. On the one hand, the statements of Parasuraman et al. (1985) must 
be derived from science. However, the statements must be related to the specific case and allocated.
3.6.13.1 Derivation of Parasuraman's et al. (1985) statements
Hereinafter, knowledge gathered from the scientific theory will be allocated to the respective 
dimension. Therefore, the issues of each dimension are derived from the scientific theory, 
interpreted to the context of this case study and questions are developed.
3.6.13.1.1 Tangibles
Parasuraman et al. (1985) point out that tangibles describe the awareness of the customer. Examples 
are given by the location or representing staff (Section 3.3.1). The scientific theory is summarised and 
interpreted in the following table:
Table 20: Derivation and interpretation of applied statements of the dimension Tangibles
Appearance of personnel Appropriate clothing, well- 
tended appearance
The employees should wear appropriate clothing and 
should have a well-tended appearance.
Appearance of 
accommodation
Appearance of office 
premises
The office premises should be nice and welcoming
Appearance of printed 
communication devices
Appealing composition of 
the accommodations
The design of booklet and flyers should look appealing.
Equipment Adequate equipment in 
the accommodations
The office premises should be relevant to the type of 
service.
Source: Author
The external appearance of the workforce in the law firm is established by a cultivated exterior and 
by adequate clothing. The appearance of the offices is achieved by a pleasant arrangement. 
Advertising material, which is allowed and used in the tax office, are brochures and flyers about the 
service of the office as well as the written submissions of the office. In addition, the equipment is 
represented in the adequate arrangement of the office.
With the present research three characteristics can be deduced from the dimension Tangibles:
■ The orientation of the office is multidisciplinary. "Multidisciplinary is a multidisciplinary 
approach that encompasses multiple disciplines, multidisciplinary co-operation can be seen as 
the coordination of two or more persons that originate from different disciplines" (Bohm and 
Birgit, 2006, p. 17). This attribute characterises the way of the orientation and is always present 
independent of the individual process. It is temporarily stable and therefore a part of the 
organisational potential quality.
§ 3 StBerG regulates, who is authorised to carry out service in tax matters in business (§ 2 
StBerG). It mentions the tax advisor. The accreditation of a tax advisor is not given for each 
individual proceeding, but is timely stable according to Donabedian. The accreditation of the tax 
advisors by the tax chamber is therefore an important characteristic of the potential quality.
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Equipment can be divided into personnel and apparative equipment (Schmeck-Lindenau, 2003). 
The continuing, sufficient occupation of personnel is part of the personnel equipment. It is also 
part of the potential quality and therefore represents an ability that has to be held ready.
From these findings, additional questions can be derived that are summarised in the following table:
Table 21: Diversification of the dimension Tangibles by gathered knowledge
Multidisciplinary direction
Specification of manner
The office should be directed multidisciplinary and not 
only focus on tax advice.
Specialised service The service performance should be relevant to the client's needs.
Number of employees Personnel infrastructure The number of employees should be sufficient to assure adequate services provision.
Admitted tax advisors Expert condition All of the professionals of the law firm should be admitted by the tax advisor chamber.
Printed communication 
devices
Next to standardised 
brochures and flyers also 
written submissions and 
informational letters 
should be considered.
The form letters and the information material should be 
clearly and understandably formulated.
Source: Author
A multidisciplinary office can be differentiated from another office by the co-operation of attorneys 
at law, auditors and tax advisors. This co-operation follows a specialisation in the way of work that 
puts the law firm in a position to be able to also accept assignments of auditors or attorneys at law. 
This, in turn, requires a special direction of the service (Section 2.3 and 2.4).
Taking this into consideration, the question about the number of employees needed appears to be 
important as well as their technical pre-requirements (Section 2.5), since the quantitative number of 
employees as well as their technical requirements does have an important influence on the quality, 
speed and the price of the service.
Also, the aspect of printed communication devices must be thought over in light of the tax advisory. 
It is important to note that many individual writings arise from individual client situations. However, 
the understandbility of such correspondence is an important aspect.
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3.6.13.1.2 Reliability
Parasuraman et al. (1985) point out that reliability is seen in the competence to fulfil the agreed 
service accurately (Section 3.3.1). The scientific theory is summarised and interpreted in the 
following table:
Table 22: Derivation and interpretation of applied statements of the dimension Reliability
Keeping promises Keeping promises particular punctuality
It is important that agreed upon promises are kept; for 
example punctuality.
Fulfilling prospects Fulfilling prospects by adhering agreements
The expectations of the customer should be fulfilled by 
adhering to agreements.
Accurate service
Authenticity in error-free 
service concerning 
receiving, processing and 
reporting client’s 
information
In order to assure the authenticity of services, it is 
necessary to provide an error-free service in receiving, 
processing and reporting of cliental information.
Informed staff Staff has to be up-to-date about the client
It is necessary that the staff always has up-to-date 
information about the mandate of the clients.
Source: Author
The competency to provide a service accurately is essentially affected by the fact that one is able to 
adhere to given promises and fulfil the client's expectations. In a law firm, adherence to 
appointments is essential. Often these time limits are juridical deadlines. Additionally, from 
Parasuraman et al. (1985) it can be deduced that an accurate preparation is part of the dimension. In 
a law firm, this is essentially the absorption and acceptance of information and its processing and 
transmission. This requires informed employees, who know about the actual issues of the client.
For the present research, four other characteristics can be deduced when considering the dimension 
Reliability:
■ As already elaborated, a certain degree of specific knowledge is necessary for the work as a tax 
advisor or an employee in a tax advisory firm. This can be achieved by the required education 
and further training. Therefore, the characteristics education and specific knowledge are added. 
Both characteristics can be deduced from the accurate preparation, because the education as 
well as the technical requirement is a foundation.
78
■ Current technical literature as well as the application of safe soft- and hardware is also part of 
the basis for an accurate processing. The current technical literature makes it possible to follow 
the ongoing changes in the jurisdiction. The tax advisory has to follow the quality requirements 
mentioned in §§ 1, 3 Bundesdatenschutzgesetz11 (Kohlhepp, 2009). Safe hard- and software 
makes it possible to protect the data of clients from unauthorised access by third parties.
■ A functioning communication is a requirement for the notion "informed employees" as defined 
by Parasuraman et al. (1985). Typically, different employees work together on one client in the 
tax advisory. Without exchange of information between the employees, a consult can not be 
optimally assured.
■ As already presented, the good reputation of the office is very important for the decision of a 
client whether the office to work is requested in the client's interest or not (Diepholz and von 
Horn, 2008). If the reputation of the office is very good, it can be seen as reliable.
From these deductions further questions arise that are summarised in the following table:
Table 23: Diversification of the dimension Reliability by gathered knowledge__________________________________________________________
Actual technical literature
Accurate service execution
It is necessary that technical literature is controlled for 
its actuality.
It is necessary that the law firm possesses a great 
number of technical literature at its disposal.
Actual and safe soft- and 
hardware
It is necessary that soft- and hardware are controlled for 
consistent updates.
It is necessary to securely protect the soft- and 
hardware from access of third parties.
Good reputation Underlines reliability It is necessary for the law firm to have a good reputation.
Adjusted hard- and 
software
Accurate service execution
It is necessary to adapt the soft- and hardware to the 
needs of the organisation.
Education The staff should be academically educated and should have academic titles/degrees.
Know-how
It is necessary that the staff has a lot of service specific 
know-how to perform the service provision successfully.
It is necessary that the staff is able to apply the 
theoretical education and know-how to practical real 
cases.
Internal communication Informed staff across departments
It is necessary that internal communication works 
across departments.
Source: Author
11 _
German data protection act
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In order to perform work in a law firm accurately, different requirements are to be met. The 
employees need to have access to the latest information. This is in practice accomplished for 
example by technical literature. Another aspect for the accurate processing is the employment of 
modern hard- and software as well as its adjustment, which is partly juridically dominated. In order 
to find good personnel as well as to win new clients, a good reputation of the office is crucial. Even 
more, it could also underpin aspects of reliability. For the office, education and further training of 
employees are important as well as the technical knowledge and the possibility to put this into 
practice. Above all stands the functioning communication that also enables the employee to be up- 
to-date with his mandate.
3.6.13.1.3 Responsiveness
Parasuraman et al. (1985) point out that responsiveness is describing the specialisation to fulfil the 
specific needs of the clients (Section 3.3.1). The scientific theory is summarised and interpreted in 
the following table:
Table 24: Derivation and interpretation of applied statements of the dimension Responsiveness
Willingness to help
Show willingness to help The staff should give the clients the impression that it is willing to provide a service in a timely manner.
Friendly and respectful 
behaviour to the client
The staff should always be friendly towards the clients 
and act respectfully.
Fast service provision
Adequate processing time 
in accordance with 
customer expectations
The processing time of the service provision should be 
adequate and in accordance with customer 
expectations.
Source: Author
With the dimensions utilised Parasuraman et al. (1985) summarise on the one hand the general 
willingness to help. Also, in terms of the research, it is the signal to help employees with clients, and 
on the other hand it shows a timely component meaning that quick service can be assured within a 
certain time limit.
From the research two characteristics of the dimension Responsiveness can be deduced:
The willingness to help the client and to consult him encompasses the consideration of the client's 
requirements. The customer expects an individual consideration of his requirements (Hinterhuber, 
2009). The ability to adapt is very important for customer relations (Kleinaltenkamp, 2006). This 
concept can be assigned to that of co-operation.
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Table 25: Diversification of the dimension Responsiveness by gathered knowledge
Consideration of 
requirements
Taking clients needs into 
consideration
The advice of the law firm should take client needs into 
consideration.
Adaptability Adapting to changing customer requirements
The responsiveness to changing customer requirements 
should be adequate.
Source: Author
In a law firm both aspects of the dimension can be expanded. On the one hand the individual 
requirements of the client can be respected, on the other hand, especially with the standardised 
service processes, the adaptability to the changing requirements can be considered.
3.6.13.1.4 Assurance
Parasuraman et al. (1985) point out that assurance describes the confidence of trust founded on the 
knowledge of the service provider (Section 3.3.1). The scientific theory is summarised and 
interpreted in the following table:
Table 26: Derivation and interpretation of applied statements of the dimension Assurance
Trustworthiness/ security Confidentiality The client should consider the staff to be trustworthy.
Courteous, friendly 
obliging behaviour to the 
clients
Courteous, friendly 
obliging behaviour to the 
clients
It is necessary that the staff is obliging towards the 
clients.
Friendly and respectful 
behaviour to the clients
Friendly and respectful 
behaviour to the clients
Considering the individuality of cases, it is necessary 
that the staff treats every customer as friendly and 
polite as possible.
Knowledge Communication of competence
It is necessary that the staff is able to communicate its 
competence to the client.
Source: Author
The fundamental ability of the service provider is represented in the trustworthiness, courtesy and 
knowledge. In terms of this case study, it is the trustworthiness and confidentiality that are the most 
important ones. Courtesy is given by obliging and friendly behaviour to the client. The necessary 
technical knowledge must be communicated competently and shown to the client.
In this research two characteristics can be deduced from the dimension Assurance:
If a tax advisory can show an ISO-certificate, it shows that it conforms to the requirements of the 
norms and was successfully tested.
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■ References are "disclosure of current or former clients about the development of the already 
absorbed services of a certain provider, which is referenced in at least one transaction" (Helm, 
2009, p. 8). The establishment of reference lists communicates to the client competency and 
knowledge in the provider’s field of operations. In the case of tax advisory this characteristic is 
important due to data protection.
Table 27: Diversification of the dimension Assurance by gathered knowledge
Reference list
Customer reference list It is necessary that the law firm has a list of customer references.
Case reference list It is necessary that the law firm has a list of case references.
Individual advice Individual advice 
concerning specific needs
It is necessary that the staff treats every case 
individually concerning its specific needs.
ISO-certificate Valid ISO-certificate It is necessary that the law firm has a valid ISO certification.
Source: Author
Competency in a law firm is demonstrated by the fact that a comparative client of a comparative 
size, complexity or industry is already engaged with the firm. Competency can also be shown by a 
similar case that the law firm has already solved. In both cases reference lists can be helpful that are 
anonymous and with confirmation of the client. Trust-ability is also shown when a specific 
consultation with a client takes place. Competency can also be shown in a certification of the office 
that is proven by an available ISO-certificate.
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3.6.13.1.5 Empathy
Parasuraman et al. (1985) point out that empathy is the possibility to follow the individual needs of 
the customer (Section 3.3.1). The scientific theory is summarised and interpreted in the following 
table:
Table 28: Derivation and interpretation of applied statements of the dimension Empathy
Personal advice Personal contact person it is necessary that each client has at least one staff member as contact person.
Focus on customer 
interest
Focus on clients 
individually/ individual 
needs
It can be expected that the staff treats each client 
individually.
Individual advertence Distinct attention for each client
It can be expected that the law firm will give each client 
a distinct attention.
Customer friendly opening 
hours
Client friendly opening 
hours
The law firm should offer client-friendly office hours.
Knowledge of the 
customer requirements
Knowledge of clients 
needs
It could be expected that the staff should know about 
the client's needs.
Source: Author
The possibility to agree on individual requirements in personal consult, the focus on customer 
interests, individual advertency as well as customer friendly office hours and the knowledge of the 
requirements of the client can be expanded. In this case study, a personal consult means that the 
client has a contact person. The focus should lie on the interests of the client, meaning that his 
requirements should be known or recognised. Individual advertency is as important as acceptable 
and adequate client-friendly office hours. The knowledge of the customer's requirements is the 
personal requirement the employees should know or be told of.
With the present research, four other characteristics can be deduced from the dimension Empathy:
■ "Empathy is the ability of assessing other people correctly and being able to understand them. To 
empathise with other people, to understand their behaviour and to react appropriately" 
(Niermeyer, 2007, p. 35). This requires the ability to adequately communicate in accordance with 
the requirements of the client. Therefore, this characteristic has to be added.
■ From the individual advice for the client and the multidisciplinarity of the office, an auxiliary 
service in addition to the agreed upon service can be deduced. This can go beyond the services of 
a tax office, if the client demands it.
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The idea of Parasuraman et al. (1985), concerning customer friendly opening hours is very broad. 
Applied to the tax advisory, the availability of employees in the office, appointments outside 
opening hours and/or outside the office premises are of importance.
■ Customer-friendly opening hours mean being available for the customer. The client can, next to 
the possibility to give information to the office in person or via post, reach the office via other 
communication devices as telephone, fax or email.
Table 29: Diversification of the dimension Empathy by gathered knowledge
Appointments next to 
opening hours
Appointments outside 
business hours
The law firm should offer appointments outside business 
hours.
Adequate communication In communicative skills adequate trained staff
It Is necessary that each member of the staff is trained 
adequately In communicative skills.
Communication skills Different kinds of comware
The law firm should offer different kinds of comware like 
phone, fax, email, etc. for contact purposes.
Appointments outside 
office premises
Appointments outside 
business premises
The law firm should offer appointments outside business 
premises.
Additional service
Additional
multidisciplinary adjacent 
service
It can be expected that next to the required outcomes 
the law firm is willing to perform adjacent services.
Source: Author
A law firm should consider the question whether it should also offer appointments next to the usual 
opening hours, for example on weekends. To recognise the individual requirements, which are very 
important, special training of the individual skills of the employees is necessary. The office could also 
offer appointments at places other than the office, for example at the client's place of business. In 
addition, the multidisciplinary office in particular offers additional services, for example auditing and 
law services.
3.6.13.2 Allocation of Parasuraman's et al. (1985) dimensions to Donabedian's (1966)
According to Donabedian (1980), potential quality is all people- and issue-related, and includes 
organisational service requirements. The timely stable service requirements for service provision 
limit the potential quality from the process quality (Hentschel, 1992). This encompasses necessary 
abilities and resources of the service provider and his employees, for example the technical 
equipment or the physical and organisational work requirements, but also the competence of the 
service provider to fulfil his tasks (Donabedian, 1980). The specification of the abilities, which are 
held ready, plays an essential role, because the degree of specification determines the quality of the 
later provided service.
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The documentation of this quality component compared to the demander's expectation which is 
effected by certificates, awards, references etc., which attest the level of qualification and further 
education as well as practical experience of a specific service offer (Meyer and Mattmuller, 1987).
Process quality refers to activities during the service construction phase. It is therefore the result of 
interaction between service provider and client, where next to the technical aspects also the 
adherence to social rules is of importance (Donabedian, 1980). The clients consider the service parts 
to be important and to have an influence on the result, as well as on the quality assessment, 
regardless of whether they actually have this influence (Donabedian, 1980). Parasuraman et al (1985) 
allocate the dimensions Responsiveness and Empathy to the process quality.
The outcome quality has, following the above conclusions, only an influence on the quality 
assessment if the result is seen as stemming from the service. It captures the degree of anticipated 
service objectives, meaning the degree of (intended) changes of the external factor. The outcome 
quality encompasses two quality areas (Donabedian, 1980). The procedural outcome quality that 
refers directly to the service result at the end of the process creation and a consecution result that 
stems from consequences and impacts of the procedural result.
3.6.13.2.1 Tangibles
According to Parasuraman et al. (1985) the dimension Tangibles encompasses the appearance of 
accommodation and equipment as well as the personnel (Parasuraman et al., 1988) and the printed 
communication devices (Zeithaml et al., 1992).
"The external appearance refers to aspects of the first impression and the personal hygiene, for 
example modern, situation suited clothing" (Koser, 2010, p. 35).
The appearance of the personnel can be seen as a person related service requirement. The existence 
of the requirement is not dependent on the process, but is always given. It can therefore be assigned 
to the potential quality.
The appearance of offices, the furniture and technical equipment can be assigned to the issue- 
related potential quality, because they are also existent independent of the process. The listed 
characteristics are timely stable and correspond with the potential quality (Parasuraman et al., 1985).
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The printed communication devices are to be differentiated. On the one hand, there are 
standardised information brochures that are also always present and therefore assigned to the 
potential quality (Parasuraman et al., 1985), on the other hand there are process-related letters that 
are assigned to the process quality.
The following table shows the allocation of the dimension Tangibles to the Potential-, Process-, and 
Outcome quality according to Donabedian:
Table 30: Allocation of the dimension Tangibles to Donabedian's (1980) dimensions
Source: Author
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3.6.13.2.2 Reliability
Reliability means the ability to fulfil the promised service reliably and accurately (Parasuraman et al., 
1988). Four aspects can be deduced: "keep promises", "fulfil expectations", "accurate processing" 
and "informed employees". The dimension Reliability can, according to Parasuraman et al. (1985), be 
assigned to outcome quality.
Table 31: Allocation of the dimension Reliability to Donabedian's (1980) dimensions
Source: Author
87
3.6.13.2.3 Responsiveness
Responsiveness means the willingness to help the client and to provide the service promptly 
(Parasuraman et al., 1988). The characteristics "willingness to help" and "fast service provision" are 
of importance. The dimension Responsiveness can especially be assigned to process quality 
(Parasuraman et al., 1985).
Table 32: Allocation of the dimension Responsiveness to Donabedian's (1980) dimensions
Source: Author
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3.6.13.2.4 Assurance
The dimension Assurance contains the knowledge, courtesy, and trustworthiness of the personnel 
(Parasuraman et al., 1988). The characteristics "knowledge", "courtesy" and "trustworthiness" are 
mentioned as follows:
Table 33: Allocation of the dimension Assurance to Donabedian's (1980) dimensions
Source: Author
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3.6.13.2.5 Empathy
Empathy means the individual advice the service providers give to the client (Parasuraman et al.,
1988). Characteristics as "individual advice", "personal assistance", "knowledge of the requirements", 
"focus on client interests", and "customer friendly opening hours" can be deduced. The dimension 
Empathy can be assigned especially to process quality (Parasuraman et al., 1985).
Table 34: Allocation of the dimension Empathy to Donabedian's (1980) dimensions
Source: Author
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3.6.13.3 Summary of derivation and allocation
The above findings are summarised in Table 35:
Table 35: Dimensions of quality approach
* Adequate 
clothes 
■ Well-tended 
appearance
■ Education
■ Know-how
■ Ability to 
application
■ In time
■ Friendly
■ Obliging
■ Trustable
■ Competence of 
admitted 
professionals
• Contact Person 
- Skills
■ Communicative 
skills of staff
* Equipment
■ Security
■ Furnishings
■ Design of 
booklet/flyers
■ Reliability Soft- 
and Hardware
■ Technical 
literature
■ Continuous 
check of 
actuality
■ Technique
■ Incompetence 
with law
■ Communication 
* Office hours
■ Widespread 
availability
• Multi­
disciplinary 
approach
■ Number of 
Admitted 
professionals
■ Staff
« Establishments
■ Reputation
■ Check up of 
Soft- and 
Hardware
■ Communication
■ ISO Certificate
■ Detection of 
references
■ Individual 
appointments
■ Service at the 
customer's 
premises
1 ■ Attended 
1  information
■  material
■  ■ Understandabl 
1 e letters
Error free
■ acceptance,
■ service and
■ reporting 
of given 
Information
■ Short waiting 
time
■ Prompt service
■ Fast response to 
changes in 
customer 
requirements
■ Individual 
approaches to 
the case of 
necessity
■ Friendliness and 
politeness of staff
■ Comprehensive 
formulation of 
the facts
■ High level of 
vigilance of staff 
to customer 
problems
■  ■ Appearance of 
service product 
1  ■ Scope of work
■ Compliance of 
covenants
■ Punctuality
■ Quick and 
accurate 
assessment of 
performance
• Compatibility 
with adjacent 
services
Source: Author
3.6.13.3.1 The quality characteristics of the potential dimension
Among the potential quality, Donabedian's reference points are all personal, substantive and 
organisational performance requirements of the service provider. Five dimensions by Parasuraman 
et al. (1985) considered below are subsumed under the potential duration.
Tangibles include the external appearance. They consist of "facility", "equipment", "staff" and 
the "printed communication" (Zeithaml et al., 1992, p. 34). Also with regard to the personal 
characteristics, this is the appropriate attire of staff, as well as a neat appearance. Among the 
pertinent characteristics are the equipment of the firm and the design of information brochures.
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Reliability is understood as the ability to reliably deliver the promised performance. This is 
characterised by the ability to implement skills in counselling, the factual reliability of results 
from the use of reliable technology, literature and the constant scrutiny of those on business 
appointments. As an organisational quality feature, the verification of the performance of 
technology and communication within the firm allows to call in the accountants.
Responsiveness includes the willingness of the service provider to directly serve the customer. 
This is provided by short processing times and by the provision of service, taking customer- 
specific needs into consideration when delivering the service.
Assurance subsumes competence, courtesy, reliability and security to call the service provider 
(Zeithaml et al., 1992). This results from competence, expertise and trustworthiness of the 
consultant. Relevant features are the state of technology and compliance with the (legal) rules.
Empathy includes the service provider's attention to the customer. Personal qualities include the 
personal contact with the client and the communicative ability of the consultant. Relevant quality 
characteristics are the provision of various communication options such as mail, fax or email as 
well as the accessibility and opening times of the office. Organisational quality features include 
for example individual consulting opportunities outside the office hours and outside the office 
premises. Also covered by this dimension are different individual payment methods and 
intervals.
3.6.13.3.2 Process quality features
Process-related quality characteristics are the qualities of the individual factors that contribute to the 
service production.
Tangibles contain the physical process-quality features including counselling and information in 
accordance with written statements in clear and simple terms.
Reliability is determined by the error-free recording, processing and analysis of information. It 
also means the information of clients on the status of giving advice.
Responsiveness is agreeable, if latency time is short and information is promptly processed.
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Assurance is a process-related quality characteristic of the dimension of sovereignty stemming 
from the friendliness and politeness of staff towards the customer.
Empathy requires a high level of attention of the consultant towards the client. Individual 
counselling for detecting and tracking the interests of the client is of exceptional importance.
3.6.13.3.3 Outcome quality features
The outcome quality of services reflects the degree to be achieved with the set of performance 
targets (Donabedian, 1980).
Tangibles focus on results of the subdimension Substantive and is the content of the 
performance.
Reliability is understood to be the nature and extent of consultation.
Responsiveness can be seen as short-term concessions or consulting advice at an agreed upon 
date.
« Assurance means that advice is free of foreign rules in relation to the outcome.
Empathy means the adjustment of advice to a particular situation or to factors affecting the 
situation.
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3.7 Conclusion
By working out the scientific theory, the combination of the approaches from Parasuraman et 
al. (1985) and Donabedian (1966) and the development of questions, derivated from the scientific 
theory, the non-empirical part of this case study is successfully completed.
To begin with the empirical investigation it is necessary to design the methodical approach of this 
case study. Section 4 will present the philosophy and methodology of this case study.
94
4 Philosophy and Methodology
4.1 Introduction
The aim of this section is to clarify the underlying ontological, epistemological and methodological 
assumptions related to the research paradigms and the design and methodology of this case study.
4.2 Philosophical underpinnings
Choosing the right research paradigm is a far-reaching decision, as different paradigms will influence 
various ways of research (Thietart et al., 2001). Two main streams are known in science, positivist 
research on the one hand and phenomenological research on the other hand (e.g. Easterby-Smith et 
al., 2004; Saunders et al., 2009; Thietart et al., 2001).
Figure 15: Research philosophies
Research Philosophy
Positivist Research
Source: Author
First, the basic streams should be explained briefly. Plenty of authors, including Easterby-Smith et al. 
(2004), Hussey and Hussey (1997) and Saunders et al., (2009), elaborated on the main elements of 
positivism and phenomenological research philosophy. The general ontological basic assumption and 
the epistemological positioning of each research philosophy are contrasted within the example of 
Easterby-Smith et al. (2004):
Table 36: Contrasting implications of positivism and phenomenological research
Source: Author based on Easterby-Smith et al. (2002)
The world is concrete and external Objects of science exist and act
Process of observation Consensus between different viewpoints
Design of experiments Triangulation of methods, surveying viewpoints
Quantitative Qualitative, quantitative or both
95
From these major streams different scientific points of view are developed. The following table 
emphasises the contrasts from different important viewpoints:
Table 37: Contrasting viewpoints of positivism and phenomenological research
Source: Author based on Easterby-Smith et al. (2002, p. 30)
Must be independent Is part of what is being observed
Should be irrelevant Are the main drivers of science
Must demonstrate causality Aim to increase general understanding of the situation
■ Hypothesis 
• Deductions Gathering rich data from which ideas are 
inducted
Need to be precise and standardised so 
that they can be measured Should incorporate stakeholder perspective
Should be reduced to simplest terms May include the complexity of 'whole' situation
Statistical probability Theoretical abstraction
Large numbers selected randomly Small numbers of cases chosen for specific reasons
The research paradigm of this case study is phenomenological research because the researcher 
assumes that objects of science exist and act. However, the case study also draws upon the positivist 
approach by applying a questionnaire to collect data. The methodology of this case study is therefore 
the triangulation and the research approach is a mixed approach. From the different scientific 
viewpoints discussed it can be reflected that the observer is part of what is being observed and 
human interests are the main drivers of science. On the one hand the research progress includes 
gathering of rich data from which ideas are inducted. On the other hand, it includes the development 
of hypotheses and deductions. Concepts incorporate the stakeholder's perspective. Units of analysis 
include the complexity of the whole situation and generalisation is made through theoretical 
abstractions as well as statistical probability. Sampling requires small numbers of cases chosen for 
specific reasons.
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4.3 Research design
The task of research design is to establish a connection between questions and data. The research 
design is a bridge between the ways of connecting research questions to data and represents the 
tools and procedures that are used for answering. Research design is the basis for empirical research 
and contains research strategy, data collection and data analysis (Easterby-Smith et al., 2004; 
Saunders et al., 2009; Thietart et al., 2001).
4.3.1 Research approach
This section reviews the possible research approaches. In general, the empirical approach consists of 
different dimensions that can be considered for this case study as follows:
4.3.1.1 Non-empirical/Empiricai research
Research can be empirical, non-empirical or combined. Non-empirical research is characterised by 
the fact that it cannot be proven by any empirical fact. Non-empirical research can only be proven to 
be valid or invalid, if there are other beliefs, but empirical facts must be good enough to be used as 
justification. Hence, one has to consider the pre-existing knowledge in a particular field of study. This 
knowledge may serve as a source of reference in judging the non-empirical research. Additionally, 
theories that are in accordance with the studied subject may be used as a source.
The research problems will be investigated in accordance with Saunders et al. (2009):
Key academic theories of the chosen study area
Demonstration of actuality of knowledge
Relation of research to previous research
Assessment of strengths and weaknesses of previous work
Justification of arguments by referencing previous research
Clear referencing in order to inform readers of knowledge sources
Reference work of others to avoid problems concerning plagiarism
Empirical research gets its data by observation or experiment. The data is then used to test a 
hypothesis. The final results can be proven by evidence instead of theory or conjecture. According to 
Hussey and Hussey (1997), four different types of research exist: exploratory, descriptive, analytical 
or predictive. Empirical evidence is defined as data that is based on observation or experience. 
Easterby-Smith et al. (2004) use the term "fieldwork" in the same context for real organisations.
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The scientific theory is developed through non-empirical research, and a comparison is made with 
explorative empirical research.
4.3.1.2 Qualitative/Quantitative research
There are two methods of data collection when conducting empirical research -  qualitative and 
quantitative. Both have their strengths and weaknesses.
Table 38: Contrasting quantitative and qualitative research approaches
Deductive Inductive
Objective Subjective
Nomothetic Ideographic
Theory testing Theory developing
Etiologic Interpretive
Closed Open
Fixed approach Flexible approach
Random sample Theoretical sampling
Differences Similarities
Reductive data analysis Explicative data analysis
Source: Author based on Lamnek (2005)
According to Myers (2009, p. 8) "quantitative research methods were originally developed in natural 
science to study natural phenomena. Examples of quantitative methods now well accepted in social 
science, include survey methods, laboratory experiments, formal methods (e.g. econometrics) and 
numerical methods such as mathematical modelling. Qualitative research methods were developed 
in social science to enable researchers to study social and cultural phenomena. Examples of 
qualitative methods are action research, case study research and ethnography. Qualitative data 
sources include observation and participant observation (fieldwork), interviews and questionnaires, 
documents and texts, and the researcher's impressions and reactions".
Since this research focuses on "people and the social and cultural context they live in" (Myers, 2009, 
p. 5), qualitative research is most appropriate.
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Hussey and Hussey's (1997) definition of qualitative research also amplifies the reason to mainly use 
qualitative research: "a subjective approach which includes examining and reflecting on perceptions 
in order to gain understanding of social and human activities" (Hussey and Hussey's, 1997 p. 35).
This case study takes both into consideration. On the one hand qualitative semi-structured 
interviews are developed from the scientific theory, and on the other hand a survey is developed 
from the data gathered that gives a quantitative test in order to show significance.
In the following, the individual concepts will be briefly described.
4.3.1.3 Deductive/Inductive research
In deductive research, a theory is tested by empirical observation and moving from the general to 
the particular. Hussey and Hussey (1997) define it as "a study in which a conceptual and theoretical 
structure is developed, which is then tested by empirical observation; thus, particular instances are 
deduced from general influences." Inductive research, in contrast, is a theory that is "developed from 
the observation of empirical reality; thus, general inferences are induced from particular instances, 
which is the reverse of the deductive method, since it involves moving from individual observation to 
statements of general patterns or laws" (Hussey and Hussey, 1997, p. 35). It is possible to use both 
research methods in one study.
The approach is deductive as well as inductive. The semi-structured interviews are inductively 
developed, and the survey in contrast is deductive.
4.3.1.4 Subjective/Objective research
A further choice has to be made concerning the adoption of a research paradigm that is based on a 
subjective or objective researcher. The subjective researcher is involved and can influence the 
research outcome, while the objective researcher is distanced from the research or even 
independent. Easterby-Smith et al. (2004) describe the traditional assumption in science by complete 
independence of the researcher to gather valid results. As outlined, the phenomenological research 
paradigm is subjective. The use of this paradigm requires the involvement in the investigated (real) 
circumstances and accepts the researcher is part of the research process.
4.3.1.5 Nomothetic/Ideographic research
The ideographic method stems from the humanities and conforms to descriptive research of 
individuality of Aristotelian tradition. There is no case-related, but a theological explanation.
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Especially the intention and the motivation are of importance. Therefore, the approach in the 
Aristotelian tradition is finalistic in contrast to mechanistic of the Galilean tradition (Konegen and 
Sondergeld, 1985). This approach corresponds to the qualitative research and tries to understand the 
human being in its concrete context. The nomothetic approach is used in quantitative research and 
stems from natural science. It represents a formalised research and tries to explain appearance with 
law propositions.
Both approaches exclude the other one. Social appearances can therefore be explained as 
nomoethetic or ideographic (Wilson, 1982). However, there are also combined approaches. So in 
1976, Max Weber proposed a combination of explanations and comprehensions in his methodology.
Since the ideographic approach corresponds to the qualitative approach, the case study is 
ideographic.
4.3.1.6 Theory testing/Theory developing research
Quantitative social research considers methodological regulations for the creation of a correlation 
between empirical data and theoretical evidence. The development of hypothesis of methodological 
considerations is not possible. Qualitative social research develops hypotheses and theories based on 
existing data. The inspection of developed hypotheses is also part of the qualitative method.
Glaser and Strauss (2008) mention the differentiation between theory creation and theory 
development. They develop a theory with the use of empirical data, which is further developed 
during the course of the research with a gain of knowledge. "While the work in terms of deductive 
research logic often needs to betake hypothesis recovery, because the less empirical as theoretical 
gained law statement does not determine the facts, Glaser and Strauss enlarge the fundus with 
already approved statements" (Hoffmann-Riem, 1980, p. 346)
Both are applicable to this case study. While the semi-structured interview is rather theory 
developing, the survey is more theory testing.
4.3.1.7 Ethiologic/lnterpretive research
Quantitative research tries to identify reasons for certain social occurrences. Therefore, special 
investigation and evaluation methods are used. The method is therefore rather etiologic.
The qualitative method, in contrast, has an interpretive character, by replacing the so far more 
important "Why"-questions by "How"- and "What for"- questions for getting more attention.
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"Structures are needed in Here and Now, less in the reasons" (Haag et al., 1972, p. 56). The 
comprehension via interpretation thereby replaces the search for the reason.
The case study is rather interpretive, since the overall study is embedded in a case study.
4.3.1.8 Closed/Open research
In quantitative social research a developed hypothesis set forms the basis. This directs the whole 
research. It structures the work and does not allow confirmations beyond the hypotheses for the 
application of open questions. "Quantitative social research is essentially hypothesis testing. The 
hypothesis is formulated and operationalised by an authority -  the researcher -  so that it can be 
tested at the object. The "equality", aimed for in dialogue between subject and searching object, is 
not given here." (Kleining, 1982, p. 243).
Qualitative social research does not give a structure, but investigates the structure of the research 
object. This takes place stepwise during an enduring dialogue. The dialogue concept represents a 
problem-oriented social research: "answers" are symptoms, behind which are reasons that they aim 
for, which exhibit their relatedness that they aim for until the basic pattern, the root, is found, based 
on which all occurrence as consequence, result, symptoms are recognised and linked with other 
symptoms" (Kleining, 1982, p. 242).
The case study is an open study, because the research does not give a structure but investigates the 
structure of the research object.
4.3.1.9 Fixed/Flexible research
The quantitative method is based on the multiplicity of methodological possibilities. The approach is 
flexibility concerning the ways of data inquiry. With the application of this method, there is almost no 
possibility for changes due to the standardisation.
The qualitative methodology allows the researcher to change the method during the research 
process. Therefore, a deeper investigation of the research field is possible. However, this can also 
lead to the results being inconsistent.
Since the method changes during the research process from a semi-structured interview to a survey, 
the approach is flexible.
1 0 1
4.3.1.10 Research sample/Theoreticai sampling research
Social qualitative research views the theory as an ongoing process, in which "the sample is a 
continuous development by important aspects of the theory" (Hoffmann-Riem, 1980, p. 346). Open 
qualitative methods do not allow for the execution of a large number of research objects. Thus 
means that the random sample is replaced by theoretical sampling. The researcher has to look for 
appropriate subjects previously.
In quantitative research the random sample is of high importance. The way, size and composition of 
samples that are determined in the preparation phase of the research are not changed anymore 
during the approach. The technical, timely and local entity must also be determined. Knowledge 
gained during the course of action by means of samples is to be carried over to the entirety.
Since random samples are of high importance for this case study, the scientific approach is 
theoretical sampling.
4.3.1.11 Differences/Similarities research
Both methods, qualitative and quantitative, are of importance for differences and similarities. 
However, different priorities are given. Qualitative social research looks for similarities or patterns. 
Groups are then formed whose similarities are further determined based on differences. 
Quantitative social research develops similarities in the first instance which is then based on these 
mentioned differences (Lamnek, 2005).
This case study applies both: it looks for differences and shows up similarities.
4.3.1.12 Reductive/Explicative data analysis research
For quantitative research a reductive data analysis is used. Research is based on many cases and 
variables. Prior to interpretation of this data it is necessary to group and reduce the data. This is done 
by the use of statistics and IT. The result gives a measure that shows the intensity between two 
variables. Qualitative research in contrast is explicative. Differentiated and extensive analytical 
protocols are developed from data that is mostly in the form of a text (Mohler, 1981). The data 
amount is therefore extended in contrast to reductive data analysis.
The case study is both explicative and reductive. Explicative, because semi-structured interviews are 
applicable to explicative science, and surveys and questionnaires bring about reductive data analysis.
1 0 2
4.3.2 Research strategy for this case study
In the following section the research strategy is briefly described.
4.3.2.1 Mixed method approach
For this case study a mixed method approach was chosen. A service QMI, which measures 
expectations especially for law firms using the example of tax service, is missing. However, there are 
plenty of already existing scientific models and approaches for related service sectors, e. g. financial 
sector (e. g. Bergmann, 1997; Gunter, 1995; Plate, 2004; Schmid, 1995).
Therefore, basic knowledge could be gathered by non-empirical research and adapted to the 
respective field of this case study. Gathering knowledge and deviating questions from the existing 
and prevailing scientific position is an established scientific approach (Henkel, 2004). Customising 
gathered and developed knowledge into an own approach by semi-structured interviews is seen as a 
very appropriate instrument (Schnell et al., 2008). This research approach is a qualitative research 
approach (Easterby-Smith et al., 2004; Saunders et al., 2009; Thietart et al., 2001).
For this case study, the components standing behind the items are essential and shall be determined. 
Additionally, an indication how well items fit together shall be ascertained. With the finally 
developed instrument, variables shall be measured and evaluated. This research approach is a 
quantitative research approach (Easterby-Smith et al., 2004; Saunders et al., 2009; Thietart et al., 
2001).
An established scientific approach that combines both qualitative and quantitative research is the 
mixed method approach (Creswell et al., 2003). For this case study a mixed method approach is most 
suitable. The discourse of mixed methods designs revolves around the fact that, since the early 80s, 
qualitative and quantitative method are increasingly mixed: "A mixed methods study involves the 
collection or analysis of both quantitative and/or qualitative data in a single study in which the data 
are collected concurrently or sequentially, are given a priority, and involve the integration of the data 
at one or more stages in the process of research" (Creswell et al. 2003, p. 212). Central themes are 
the technical aspects of the design of respective approaches (e.g. Tashakkori and Teddlie 2003; Datta
1994). Basically, there are three different initial points with respect to the research results:
n Qualitative and quantitative research results coincide.
n Qualitative and quantitative research results behave complementary to each other.
H Qualitative and quantitative research results diverge (Kelle 2007, p. 64).
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Hanson et al. (2005) classify two mixed method design types. Firstly sequential designs, as already 
developed in the classical method of an integrated approach in the phase model by Barton (1955). 
This model assumes that qualitative methods only serve to generate hypothesis previous to a 
quantitative investigation. Firstly, quantitative and qualitative methods are applied separately. 
Secondly, concurrent designs link both approaches concurrently in all phases. The attention with 
reference to an "advocacy lens" should assure that the method choice comes up to the theoretical 
perspectives. "Attention should be paid to the theoretical lens that gives information about the 
investigation and to the priority that is assigned to the quantitative and qualitative data. Explicit 
statement of the researcher's lens is informative. A post-positivist lens would, for example, be 
appropriate for a sequential explanatory design that prioritised the quantitative data, whereas a 
constructivist lens would be appropriate for a sequential exploratory design that prioritised the 
qualitative data" (Hanson et al. 2005, p. 232-233).
4.3.2.2 Triangulation
The multi-method approach or methods mix is called triangulation in American sociology (Smith, 
1975; Webb et al., 1975; Denzin, 1978). The term has its roots in the area of navigation and means 
the designation of a position of an object through different bench marks. By assigning this 
methodology the appliance of triangulation can bring more precise knowledge. The concept of 
method-triangulation got to be known through the between-method approach of Denzin (1978). He 
sees the advantage of this method especially in the possibility of answering research questions, 
which are neither solved by pure quantitative nor by qualitative methods. He interprets triangulation 
as a combination of methodologies for research of one and the same phenomenon.
The concept of triangulation shows up ambiguous metaphors. On the one hand, trianguiation can be 
used to achieve an encompassing view, in which the research object is investigated by different 
perspectives (Lamnek 2005), on the other hand, trianguiation is seen as a cumulative validation of 
research results by the application of different methods (Campbell und Fiske, 1959).
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4.3.2.3 Case study
The approach of Yin (2003) can be applied and extended as shown in the following Table 39:
Table 39: Application of Yin's (2003) case study approach
What makes a modern QMS from the viewpoint of science (see 
Section 3)
Topic is subject of the exploration 
(Yin, 2003, p. 22)
Tax division of the law firm
Semi-structured interviews 
(see Section 4.3.2.S)
Questionnaire survey 
(see Section 4.3.2.6)
Qualitative finding to extend (see Section 5)
Analysis of findings (see Section 6)
Source: Author based on Yin (2003)
The study questions in the case study are answered best by a descriptive literature review (e.g. 
Easterby-Smith et al., 2004; Saunders et al., 2009; Thietart et al., 2001). 46 Questions could be 
developed by applying the available secondary data theory to the case study.
Study propositions have not been worked out, as the topic is the subject of the exploration (Yin, 2003).
The unit of analysis is the tax division itself, the staff, their documents, artefacts and computer 
system and the clients. The investigation is split into two sub-areas. The first sub-area is data 
collection done by semi-structured interviews with staff and clients. One major principle to keep out 
bias of a case study is a well chosen sample frame. The reason for fixed errors, bias and variable 
errors arise by the fact that not all of the sampling frames are measured (Groves et al., 2009). It was 
decided to interview all five admitted professionals and 14 from the 18 members of staff to avoid 
bias from the case study. Four trainees were excluded from the interview because of less experience; 
they were employed less than two years.
It was decided to design the study relating also to customer perceptions because "limitations of (...) 
work lay in the fact that the empirical investigation drew only on management perceptions (...) unlike 
Parasuraman et al. (1988) [and] Johnston et al. (1990) did not use customer data in order to identify 
the determinants of service quality" (Johnston, 1995, p. 55).
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For preparing a well chosen sample it is necessary to decide a sample size and a sampling method 
(Groves et al., 2009). The sampling structure follows a statistical sampling procedure. This is because 
the basic population is known and features can be estimated, the sample follows a defined plan and 
the sampling is finished after studying the sample (Wiedemann, 1955). An optimal sample size 
depends what is to find and why and the way to apply the findings (Patton, 1990).
Numbers and percentages vary in the literature. From six interviews if stability is found (Nair and 
Riege, 1995) to one percent of the population up to 200 but not less than 12 subjects (Hine and 
Carson, 2007 cited Dick, 1990) up to 30 subjects from each subgroup (Wheather and Cook, 2000) 
plenty of numbers and percentage could be found. This shows that that the sample size and not the 
proportion of the sampled population affect precision (Dillman et al., 2009). It was decided to choose 
ten percent taking into consideration that the tax division is not specialised to only one profession 
group and so a lower number of subjects could bias the case study.
By investigating the computer system of the tax division the following data could be quantified and 
clustered: Affiliation to the organisation, type of business, amount of employees working for the 
company or household, the turnover of the company or gross income and age of the subjects. It was 
decided to prepare the sample by choosing subjects mostly from the four biggest business types of 
the tax division with an importance of 90.79 % of the turnover of the tax division:
Trade and commerce 
Professional persons 
Service and finance 
Private persons
The type of business and the number of clients alone creates no statement of the importance of each 
business line. Therefore, the share of turnover was taken into consideration to define the amount of 
each subject in the sample frame:
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Table 40: Cliental sample planning
79 49.15% 12
42 26.17% 4
56 9.48% 3
41 5.99% 2
25 9.21% 3
243 100% 24
Source: Author based on the turnover client sheet of the investigated multidisciplinary law firm
The subjects chould be chosen by the "stratified sample method" (Fowler, 2002, p. 15) to ensure that 
due to the importance of each group the sample is well mixed. It was necessary to eliminate target 
population elements with multiple frame units to avoid bias (Groves et al., 2009). Multiple frame 
units are seen in clients who belong into two business types, e. g. a professional person is also listed 
as private person for income tax matters -  this matches to nearly every client. The Table xxx is 
adjusted for these effects by assigning those clients into their business and to eliminate them as a 
private person.
Due to the expense that all clients must be visited and interviewed it was decided to choose those 
clients in a circle of 30 km around the law firm.
The second sub-area is designed to reduce the more specific gathered data by conducting a 
questionnaire survey with clients. A sample could be waived because all clients were invited to 
participate in the survey except those who participate before in the interview to avoid bias.
Regardless of the high percentage of the sample size the case study has a very limited approach and 
design to the investigated organisation. To avoid repetitions it is referred to Section 7.4 where the 
limitations of the case study are briefly discussed.
The linking of data to the topic is performed in Section 5, and criteria for interpretation are given in 
Section 6.
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4.3.2.4 Literature review as non-empirical research
The starting point for this research design was a comprehensive literature review. The research 
question "what makes up a modern QMS from the viewpoint of science?" is best answered by 
descriptive work. Ghauri and Gronhaug (2005) figure out that the "prime purposes of a literature 
review are framing the problem under scrutiny, indentify relevant concepts, methods/techniques 
and facts and position the study" (Ghauri and Gronhaug, 2005, p. 52). These questions are best 
answered by a literature review.
To reach valuable and objective results the research questions were subdivided into three different 
topics, which were descriptively investigated:
The first research sub-question is the definition of the term "quality" in the context of service. The 
appropriate research questions are:
How can service quality be methodologically differentiated from the comprehension of quality in 
real assets?
How does subjectively perceived service quality influence a decision?
How can expectations in service quality be operationalised?
The second research sub-question was the characterisation of "service quality" in dimensions figured 
as scientific theoretical models. Two research questions were defined:
What strengths and weaknesses do existing scientific QMS have?
What can be adapted from existing scientific quality management models?
The third and final research sub-question concerned the issue of how to create, plan, control and 
improve service quality. The necessary answer will show, which tools and instruments in QM exist for 
quality planning, 
quality driving, 
quality proving and 
quality presentation.
All three subdivided questions were answered by the literature review and/or by application of 
theory.
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4.3.2.5 Semi-structured interviews as empirical research
The second and the third question require information about the status quo, the applicability and the 
effects on business performance of a QMS. In semi-structured interviews possible answers are given. 
Additionally, the test person has also the opportunities to answer them individually. They are 
developed more dynamically and provide more detailed information. Compared to questionnaire 
surveys, interviews gather more detailed information. According to Mann (1992), structured 
interviews can be used to create a framework condition.
This case study considers the question whether to use semi-structured interviews, which offer free 
responses to participants or unstructured interviews, which allow them to self-express. After 
balancing advantages and disadvantages, this case study will be carried out by semi-structured 
interviews. This was decided because the researcher was sufficiently informed by the literature in 
order to be able to state prompt questions, which would fit the research objectives.
4.3.2.6 Questionnaire survey as empirical research
The third research question focuses on analysing the effects on business performance. To answer this 
question, two approaches were developed on the basis of existing theories. According to Punch 
(2006), the aim of a theoretical study is testing hypotheses derived from existing theories. Afify et al. 
(2007, p. 3) say that "surveys are the most used tool to measure the customer satisfaction because 
they are direct, easy to administer and analyse, and have clear objectives". Thus, a questionnaire 
survey was the most appropriate strategy to answer the research question fully.
In the area of QMS implementation a lot of research has been conducted using questionnaire surveys 
to collect information. Usually, questionnaires were used to obtain a large database of QMS 
information with a low level of details. Therefore, according to Bourque and Fielder (2003), a 
questionnaire survey should only be used when the objective of the study is clear and not complex. 
This case study attempts to use a questionnaire survey due to its lower cost compared to other 
methods. Anderson et al. (1995) tested the effects of TQM implementation on overall business 
performance using questionnaire surveys. This experience can be used for this case study because of 
generally comparable topics.
4.3.3 Summary
This section elaborated on research philosophy, design and methodology was used to analyse the 
upcoming research problem and justified and explained the selection of the specific approach, 
strategy and methods for the case study.
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The overall methodology is based on a phenomenological philosophy, the research approach is 
mixed and data was gathered qualitatively by a literature review and semi-structured interviews and 
quantitatively by a survey.
4.4 Data collection
4.4.1 Overall design
In the following, the collection of data by means of an empirical research will be described. This 
includes the development of a semi-structured interview for the pre-study as well as the 
development of a standardised questionnaire survey for the main study.
4.4.2 Objective of the research
By demonstrating the legal framework, the different assessments and the developments in literature 
as well as the researcher's own development of an approach for measurement and controlling of 
quality in tax services, a starting point for the empirical research is to be created. The empirical 
research starts with the initial application of the developed model. It shall be assessed whether the 
applicability of the model is given and which differences or which different perceptions between 
service provider and consumer may arise. If the study model is shown to be of practical use, it can be 
seen as a Q.EI for the tax advisor in multidisciplinary law firms, and the question of the case study can 
be answered for the possibility of implementation of a QMI.
In order to reach this aim, the method of data collection is chosen. After that, the quality 
characteristics developed are factored into a semi-structured interview. This will be based on the fact 
that the quality assessment of a tax service consists of the sum of individual positive or negative 
assessed characteristics of a service.
Following the pilot study, the methodological and technical considerations will be assessed by means 
of the implementation of knowledge gained from a pre-study. In particular, the composition and the 
content of the questionnaire are presented, and the approach of the execution of operational 
inquiries is described.
4.4.3 Methodology of the empirical research
For the development of an empirical research, different socio-scientific methods can be used. 
Therefore, it is necessary to check which method is best suited for the service quality and is therefore 
applicable for the objective of this case study. The investigation of secondary and primary data is to 
be considered.
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A secondary analysis requires already existing data about the quality of tax services that can be 
quantitatively assessed by means of a content analysis to describe the frequency of determining 
elements. Since this form of data does not exist, a secondary analysis is not possible. Hence, a direct 
data collection, the primary data analysis has to be performed. By using this form of data collection 
also different methods like observations, experiments and written interviews can be used. Since 
neither observation nor experiment will give a sufficient data basis, the method of written interviews 
will be used. For the qualitative study the qualitative method in the form of a semi-structured 
interview is chosen.
4.4.4 Semi-structured interviews
As already indicated and described 46 questions were developed and assigned to each dimension in 
the theoretical part of this case study. The aim of qualitative study is to verify these theoretical 
approaches and to extend these issues in order to achieve practical reference points. This was done 
because literature recommends an explorative approach in a study when the field is unstructured 
and largely unexplored (Eisenhardt, 1989; Homburg and Krohmer 2003; Kepper 2000). Also, the 
increasing differentiation process on the consumer side takes place for a higher regard of qualitative 
methods (Bonoma, 1985; Eckert, 2004; Goulding, 1999; Tomczak, 1992; Zanger and Sistenich 1996).
The summary of the interviews is reproduced in Appendix E. The findings from each subject is 
quantified and connected with the questions to prepare the final questionnaire survey and combine 
the scientific theory with practical, qualitative findings. The findings and the extension of the existing 
issues is summarised in Section 5.
Below is the process of questioning and scientific validation is described.
4.4.4.1 Face validity and reliability
Validity or conclusiveness of a testing procedure is given, if the crucial issue is actually grasped (Gierl,
1995). The term validity implies material accuracy of test results. The realisation of a semi-structured 
interview and a detailed pilot study shall enhance the validity of the results of this work. Bias in 
response, e.g. by assignment of answering to subordinate staff, can be rejected.
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Reliability means the formal accuracy upon recording features (Gierl, 1995). A measuring tool is 
reliable -  provided constant measuring conditions are given -  if the measured data is precise and 
stable. They are reproducible for repeated measurements. In order to fulfil this quality criterion, a 
semi-structured interview has been developed. This was revised and enhanced after an extensive 
pilot study (Hunger, 1981).
By using a standardised questionnaire, the danger is that in reality the subjects develop unrealisable 
claims for service characteristics. The use of the "SERVQUAL-approach" (Parasuraman et al., 1988) 
might be possible; however, the validity of the research would not be secured. Therefore, a semi­
structure interview should be used. Open questionnaires are particulary useful for first explorative 
studies, when little data or pre-knowledge exists. Open questions in the form of a semi-structured 
interview are chosen. The respective answers have a qualitative character. By questioning different 
subject groups, the risk of ex ante unknown dimensions in assessment quality is not totally 
minimised. The objective of this pre-study is to test the developed and derived characteristics for 
importance, explanatory power and completeness. In order to reach this objective, clients and also 
employees of the law firm are to be interviewed. See Appendix B for the interview guide question 
prompts.
Interview questions shall not contain systematic, content-regardless response patterns ("Response- 
Set") (e.g. Bortz and Doring, 2006). A response set can be characterised by acquiescence tendency or 
non-acquiescence tendency (describing the opposite response set). Also, central tendencies can be 
observed ("Pseudo-Opinion") (Diekmann, 2006). There is scientific disagreement concerning the 
possibilities of excluding a response set. Some scientists see the reason for a response set in the 
interviewee himself and in the questions, which are too general (Mayer, 2008). While some scientists 
consider negations of questions as useful (Church et al., 2001; Presser, 2004), others reject negations 
to avoid a response set by negation of questions due to eventual misinterpretations (e.g. Church et 
al., 2001; Mitchel and Jolley, 2010). Other scientists come to the result that the response set shall be 
varied more often in order to avoid fatigue effects. However, confusion of the interviewee shall be 
avoided (Scholl, 2009).
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The questions of the present interview are brief, concise and understandable. 19 of 46 questions in 
all (= 41,30%) shall be negated to avoid response sets. The following table shall illustrate this.
Table 41: Negated questions in the semi-structured interview
Source: Author
113
4.4.4.1.1 Comparison of translations
Due to the fact that this case study and the semi-structured interview are developed in English, 
whereas the interviews are carried out in Germany, in German language and with mainly German 
speaking staff, the reliability of the German translation has to be validated.
Therefore, the questions from the interview were first translated from English into German 
(Translation 1) by the author. Both the English version (Source) and the Translation 1 were sent to 
two certified translators. The first translator was asked to translate the Source into German 
(Translation 2). The second translator was asked to translate Translation 1 into English (Translation 
3). All 46 questions were compared and any changes were counted by
H No changes,
a Changes only in syntax and/or expletive,
B Synonyms and 
H Far-reaching changes.
Questions in the semi-structured interview were counted with "No changes", only if Translation 1 
corresponds to the source.
Questions in the semi-structured interview were counted with "Changes only in syntax and/or 
expletive" for the reason that either the sentence structure has been altered or expletive words were 
used in addition.
Questions in the semi-structured interview were counted with "Synonyms", if the comparison of the 
translation shows up the same meaning by using a synonym. All synonyms were documented by 
citing major literature that shows up the similar meaning.
"Far reaching changes" means that the different translation does not correspond to the source.
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4.4.4.1.2 Comparison of the source and Translation 2
The results of comparing the Source with Translation 2 were summarised in Table 42:
Table 42 shows that 2 of the questions (= 4.35%) were marked with no changes for the reason that 
Source and Translation 2 were word-for-word corresponding. 13 questions (= 28.26%) have only 
another sentence structure or have added words. In 27 questions, the translation was in accord. 
There were, however, used synonyms. The equivalent of the synonyms is demonstrated through 
primary literature. Far-reaching changes were found in 4 questions. These 4 questions were rejected 
and revised. A detailed analysis of each question is outlined in Appendix A. Table 43 shows a 
summary of each issue, the detected changes and the status of the issue due to the fact of being 
accepted or rejected.
Table 43: Changes in semi-structured interview after comparison of translations
28, 29, No changes accepted
5, 7, 8, 9,11, 13,16, 17,18, 20, 23, 37, 43, Changes only in syntax and/or expletive accepted
1, 2, 3, 4, 6, 10, 14, 15, 19, 21, 22, 24, 25, 26, 
30, 31, 32, 33, 34, 35, 36, 40, 41, 42, 44, 45, 46
Synonyms accepted
12, 27, 38, 39 Far-reaching changes rejected
Source: Author
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4.4.4.1.3 Comparison of Translation 1 and Translation 3
The results of comparing the Source with Translation 2 were summarised in Table 44:
Table 44: Results of the compared Translation lw ith  Translations of the semi-structured interview
3 6.52%
37 80.44%
6 13.04 %
46 100.00 %
Source: Author
Table 44 shows that only 3 questions (= 6.52%) have another sentence structure or have added 
words. In 37 issues (= 80.44%), the translation was in accord. However, synonyms were used. The 
equivalent of the synonyms is demonstrated through primary literature. Far-reaching changes were 
found in 6 questions. From these 6 questions, 5 questions were rejected and revised. A special case 
can be found in the issue 11. In the English language, know-how is used as a synonym for specific 
knowledge. It is unclear what the question was originally designed for, the collection of both 
adjectives did not affect the case study, so the questions were summarised. None of the questions 
were marked with no changes for the reason that Translation 1 and Translation 3 were for none issue 
word-for-word corresponding.
A detailed analysis of each question is outlined in Appendix A. It shows a summary of each issue, the 
detected changes and the status of the issue due to the fact of being accepted or rejected.
16,19, 23 Changes only in syntax and/or expletive accepted
1, 2, 3, 4, 5, 6, 8, 9, 10, 11,13, 14, 15, 17, 18, 20, 22, 25, 26, 27, 
29, 30, 31, 32, 33, 34, 35, 36, 37, 38, 39, 40, 41, 42, 44, 45, 46 Synonyms accepted
7, 12, 21, 24, 28, 43 Far-reaching changes rejected
Source: Author
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4.4.4.2 Objectivity
The measurement process is objective, if the measurement results are not determined by the 
interviewer. Thus, objectivity indicates how independent the measured data is from the measuring 
person (Gierl, 1995). The interviews have been conducted by an independent third person. By 
choosing the semi-structured interview a misunderstanding of the subjects' statements should be 
avoided.
4.4.4.3 Results
Due to the fact that the quality criteria validity, reliability and objectivity are fulfilled, the present 
work corresponds to the methodological requirements of an empirical case study.
4.4.4.4 Pilot study
Due to the fact that all members of the tax division, including staff as well as all admitted 
professionals, were interviewed, a pilot study could have biased the result. Therefore, another way 
to validate the semi-structured interview had to be found. For this case study the validation was 
carried out in a comparable sized law firm in Cologne. The staff and admitted professionals did not 
have any relation to members of the investigated case study firm. The pilot was carried out to test 
understandability, correctness in substance and practicability. After the pilot the interview was 
slightly modified with regard to intelligibility, apart from that, the interview was perceived as 
understandable and logical by all respondents.
4.4.4.5 Process
The object of this emperial research is a small and medium-sized law firm providing services in tax, 
audit, legal and only recently started with consulting, the youngest line extension. The law firm has 
two locations, Cologne and Gummersbach. All services are offered at both locations. The employees 
permanently present in Gummersbach only work in tax service. The hierarchy is even, the 
organisation is described in the following figure:
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Figure 16: Organisation of the investigated law firm
Source: Author based on the management responsibility sheet of the investigated multidiscsiplinary law firm
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The staff of the organisation is anonymously described in the following table.
Table 46: Staff of the investigated law firm
Senior
Partner Tax advisor Male None 31 10 2
Senior Partner Tax advisor, Chartered Accountant Male Diploma 32 9 1
Senior Partner Tax advisor, Chartered Accountant Male Diploma 32 9 1
Freelancer Tax advisor, Solicitor Female Diploma 36 10 3
Employee Business economist Female Diploma 30 11 4
Employee Accountant Male None 51 36 4
Employee Office assistant Female None 28 7 4
Employee Tax assistant Female None 32 10 2
Employee Tax assistant Female None 44 24 4
Trainee None Female None 21 2 2
Trainee None Female None 20 2 1
Trainee Administrative assistant Female None 22 2 2
Trainee None Female None 21 2 1
Employee Office assistant Female None 29 5 1
Employee Tax assistant Female None 59 25 2
Employee Tax assistant Male None 60 35 2
Freelancer Tax advisor Male Dr 72 45 2
Trainee None Male None 22 2 1
Employee Office assistant Female None
32
8 2
Source: Author
As already described it was decided to interview all of the staff members except those trainees with 
less workexperience.
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As described, 24 clients were asked to participate in the interview. However, two clients who agreed 
to participate in the interview did not perceive multible appointments and one client terminate the 
interview after beginning so that finally 21 clients were interviewed.
An important consideration is who conducted the interviews. According to Scholl (2009), a less 
biased result in a study is reached with a high level of intersubjectivity. This is reached by minimised 
interaction between the investigator and the subject (Scholl, 2009). Transferring the gathered 
knowledge to this case study means that the author, who is senior admitted professional, would 
have biased the case study, if the interviews had been carried out by the researcher. The employees 
would have given different information than to a third party. The interviews were therefore 
conducted by an independent person unknown to staff and admitted professionals.
4.4.4.6 Evaluation of unstructured gathered data
After designing, phrasing and conducting the semi-structured interview under consideration of the 
specifications, the statements and answers from the qualitative study should help to develop the 
final questionnaire survey. In order to succeed, it is necessary to think first about the possibility of 
data concentration, the kind of approach and the assessment of quality criteria. The following 
evaluation of data shall be effected according to the respective dimensions in order to identify the 
significance of the subject group. Finally, the recorded data of the single statements shall be 
evaluated and the questions of the questionnaire shall be developed.
4.4.4.7 Evaluation of the structured gathered data
First, the subjects were asked to evaluate the issue. Options were to value positive, neutral or 
negative. This was aimed at finding out whether the subjects saw the issue as being generally 
applicable.
Second, the subjects were asked to evaluate the event itself. Options were to value critical or non- 
critical. This was aimed at finding out whether the subjects saw the issue as being essential.
All analysis was performed by descriptive statistics. This was decided, because the small number of 
only 40 subjects would not have allowed the use of any quantitative explorative tool.
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4.4.5 Questionnaire survey
4.4.5.1 Face validity
While some scientists see the possibility to avoid fatigue effects in interviews (see 4.4.4.1), it seems 
to be the prevailing opinion that questionnaire surveys should be kept simple (e.g. Fowler, 2002; 
Schailer, 2005). Therefore, and because of irritations detected by pretesting the questionnaire survey 
(see 4.4.5.3), it was decided not to negate the questions and to split questions, if two opinions could 
have been possibly given.
It was further decided, for the range (e.g. three-step scale) to have a middle-open possibility in the 
answering scales of the questionnaire survey.
In the literature, the middle-open category such as "I do not know" is often seen as missing attitude 
and rejected from analysis (Krosnick et al., 2005). By comparing a three-step scale and a five-step 
scale and rejecting the middle-open scale "I do not know" comparable results arose. In contrast, 
O'Muircheartaigh et al. (2000) found that subjects choose a convincing category randomly, if a 
middle-open category was cut off.
Krosnick's et al.'s (2005) study leads to another conclusion, too. While the same subjects are being 
asked the same questions without a middle-open rating, they choose a convincing category, maybe 
randomly. But this also leads to the conclusion that they have an opinion about the topic (e.g. 
Krosnick et al., 2005). It could also be that these subjects are possibly in the process of changing their 
mind. One way of obtaining data "by encouraging these respondents [who choose a middle category] 
to express preferences" could be to widen the scale instead of just three- or five-steps. Cutting off 
the mid-range scale could perhaps bias the case study, if subjects choose another category randomly.
The scale of the questionnaire is developed in a seven-step range from "fully disagree" over "mainly 
disagree" and "more disagree than agree" to "fully agree" over "mainly agree" and "more agree than 
disagree". The scale is middle-open by adding "neither agree nor disagree" (Presser, 2004).
4.4.5.2 Comparison of translations
Due to the fact that this case study and the questionnaire survey is developed in English, whereas the 
interviews are administered in Germany, in the German language and with mainly German speaking 
staff, the reliability of the German translation has to be validated.
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For this reason the questions of the semi-structured interview were first translated from English into 
German (Translation 1) by the author. Both, the English version (Source) and the Translation 1 were 
sent to two certified translators. The first translator was asked to translate the Source into German 
(Translation 2). The second translator was asked to translate Translation 1 into English 
(Translation 3).
For developing the questionnaire survey, the questions from the semi-structured interview that were 
further developed served as the basis (see Table 141 until Table 186). The questions in the 
questionnaire survey were only slightly changed. The major change was to remove the negations, 
(see Section 4.4.4.1).
Every new question in the questionnaire survey was compared to the source, and every change was 
documented (see Table 187 to Table 219). Because of only slight changes and replicable alteration of 
the source, a new comparison of translation as done for the semi-structured interview appeared 
expendable.
4.4.5.3 Pilot study
A pilot study was conducted with 20 clients. 17 Clients (= 85.00%) were business clients or 
freelancers. 3 clients (= 15.00%) were private persons. The clients were chosen by the principle of 
contingency with the restriction that only clients within a radius of 30 km around the law firm were 
taken. They were asked to participate in an interview. Those 20, who agreed to participate, were 
invited to the office to pilot the questions of the questionnaire survey. They were split into two 
groups of 10 persons due to office space restrictions. The pilot was done to test understandability, 
correctness in substance and practicability. Each question was read out and every participant was 
asked about meaning and understanding of the question. Both groups considered the negations of 
the questionnaire survey as confusing. Other notations were not stated. After the pilot the 
questionnaire survey was only modified by rejecting the negations from the questionnaire survey 
with regard to intelligibility (Hunt et al., 1982); apart from that, the questionnaire was perceived as 
understandable and logical by all respondents.
An important consideration is who conducted the interviews. According to Scholl (2009), a less 
biased result in a study is reached with a high level of intersubjectivity. This is reached by minimised 
interaction between the investigator and the subject (Scholl, 2009). Transferring the gathered 
knowledge to this case study means that the author, who is a senior admitted professional, would 
have maybe biased the case study, if the questionnaire had been administered by the author himself.
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Maybe the clients would have given different information to him than to a third party. The 
questionnaire survey was therefore conducted by an independent person unknown to the clients.
4.4.5.4 Process
The number of 221 questionnaire surveys was sent out by mail. The questionnaire survey was 
attached with a letter to each client explaining the purpose of the case study. The content of the 
letter reads as follows:
"Dear Madam, dear Sir,
Our law firm takes part in a scientific study. The aim of this study is to improve the quality in law 
firms. Attached I am sending you
1) a questionnaire survey, furthermore
2) an addressed envelope,
associated with the following request: Please support this study! It is our aim to implement the 
findings of this study to further increase the quality in our law firm. Of course, all data is treated 
completely anonymously. The findings of this study will be published on our webpage after having 
been analysed. I would like to thank you in advance for your cooperation and your active 
participation.
Kind regards
Jens Birkenheuer, M.BC.
Tax advisor
Attachment"
A self-addressed and post-paid envelope was attached. To minimise nonresponse rates, which is 
important to reduce bias (Alreck and Settle, 1995; Groves et al., 2009), all clients were called after 5 
days from both professional and staff members and were asked to take part in the investigation.
After four weeks, the questionnaire survey was sent out again to all clients. A letter was attached 
thanking those who had already participated in the case study. Those, who had not participated yet, 
were kindly asked again to participate in the case study. The content of the letter is as follows:
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"Dear Madam, dear Sir,
On 14th of July 2010 we sent you a questionnaire survey supporting a scientific study. The aim of this 
study is to improve the quality in our law firm.
Today, I would like to thank all of you who have already participated in the study. Your suggestions 
will help us to improve our service quality. For participating in the study and your investment in time 
I want to thank you.
At the same time I would like to address those clients, who have not yet participated in the study. 
Again, I would like to kindly ask you for your cooperation and your help. To answer the questionnaire 
survey will cost you only a couple of minutes. Please invest this time, because your opinion is 
important to us. If you have any questions, please do not hesitate to contact the signer.
Attached to this letter, you will find again the questionnaire and an addressed envelope so that you 
can return your response free of postal charge. If you have already participated in the survey, please 
regard this letter as irrelevant and do not answer it.
Of course, all data is treated completely anonymously. The findings of this study will be published on 
our webpage after having been analysed. For your cooperation and your active participation I would 
like to thank you in advance.
Kind regards
Jens Birkenheuer, M.BC.
Tax advisor
Attachment"
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4.4.5.5 Quality criteria
The quality of the acquisition is affected by the reliability and the validity of the measurement, if a 
theoretical construct is measured for multiple indicators (Churchhill, 1979; Peter, 1979; 
Homburg and Giering, 1995).
4.4.5.6 Reliability
Reliability is defined as "the degree to which measures are free from error and therefore yield 
consistent results" (Peter, 1979, p. 6). It is therefore a measurement of the reproducibility of the 
results. The reliability of the respective indicator is therefore even less important than the more 
important influence of measurement errors is (Peter, 1979). By repeating appliance of the 
instrument the same result should be achieved.
Reliability is represented by the correlation coefficient r. It is a measurement for coherence between 
0 and +1. 0 means that the measured value only consists of one error. 1 means that the 
measurement is free of errors. For establishing the reliability of an instrument different methods 
exist. In this study, the following two test methods are used to verify reliability.
Kaiser-Meyer-Olkin-Criterion
The Kaiser-Meyer-Olkin-Criterion is a measure of sampling adequacy test, which is mainly 
recommended for verifying the correlation matrix of a factor analysis (Backhaus et al., 2006; 
Brosius, 2004; Leonhart, 2004). Measure of sampling adequacy is seen as the first indication for 
appropriateness of a measurement instrument. The criterion is valued between 0 and 1. Field 
(2005) mentioned that the value of Kaiser-Meyer-Olkin-Criterion should be greater than .5. 
Pallant (2007) says that the value should be at least .6.
125
Internal consistence analysis
The internal consistence analysis is similar to the split-half-method. In contrast to the split-half- 
method, the internal consistence analysis has the advantage that its appliance is not bound to 
the requirement of essential parallelism of sub-tests. The generalisation of the split-half-method 
for many test parts was calculatively implemented by Cronbach (1951) as coefficient alpha 
(Cronbach's Alpha). It is today one of the most used methods for the definition of internal 
consistence (Schermelleh-Enge! et al., 2003). Here a test with m items is not divided into two 
parts, but in m parts, which means that each single item is seen as a separate test part. The 
simplification of Cronbach's Alphas formula is:
4.4.5.6.1 Validity
The validity in contrast is "the degree to which instruments truly measure the constructs which they 
are intended to measure" (Peter, 1979, p. 6). Validity describes the conceptual correctness of a 
measurement and requires that a measurement is free of systematic errors (Churchhill, 1979). The 
reliability can be seen as necessary, but not sufficient requirement for the validity, as it assumes the 
absence of chance errors (Carmines and Zeller, 1979). In the literature, the concept of validity is 
discussed multilaterally and many characteristics have been developed (Bagozzi, 1994). The following 
characteristics are of interest for this case study:
Convergence validity
The convergence validity determines the accordance of at least two different measures of the 
same theoretical construct (Bagozzi and Phillips, 1991). The convergence validity consequently 
indicates whether the indicators that refer to a construct really represent sufficient homogeneity 
to measure this construct.
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Discriminance validity
The discriminance validity is the degree to which the measures of different constructs 
differentiate (Bagozzi and Phillips, 1991). If the indicators of different theoretical constructs only 
point at a low common variance, the discriminance validity is high.
Face validity
The face validity determines to which degree the measurement model represents the area of a 
construct with respect to the content (Bagozzi, 1994). The questions within the instrument have 
to represent the measuring characteristics completely. The theoretical development of the 
indicators in this case study complies to the requirements of face validity.
4.4.5.6.2 Objectivity
The measurement activity is objective, if the measurement results are independent of the research 
conductor. Objectivity therefore determines how far the measurement value is independent of the 
measuring person (Gieri, 1995, p. 30). The questionnaires were sent to all clients in equal format and 
returned in accompanying envelopes. The data in the questionnaire are anonymous. The personal 
data like age and branch are only needed for statistical purpose. Objectivity is therefore given.
4.4.5.6.3 Evaluation of data
For analysing quantitative data, generally the exploratory and the confirmatory factor analysis are 
taken into consideration. Because of a missing hypothesis as well as a second data set and due to the 
request to indicate factors standing behind attributes, only the exploratory factor analysis could be 
used (Backhaus et al., 2006; Buhner, 2006; Pallant, 2007). General factorability is given, if the sample 
is n > 100.
4.5 Summary
This section has shown the methodically approach of this case study. Philosophical underpinnings, 
research design and data collection were briefly described and explained. The theoretical part of this 
case study is herewith fulfilled, and Section 5 will illustrate the empirical part of this case study.
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5 Analysis of qualitative findings
5.1 Introduction
The QEI measures subjective expectations. It makes therefore sense to implement the instrument 
between the client's expectations on the side of the clients and the management's perceptions on 
the side of the service provider. Hereby, the outcome of the QEI delivers a preferably clear picture of 
the client's expectations. Combining the outcome of the objective quality requirements and the 
values of the QEI, the outcome should provide a most clear picture of the cliental expectations.
5.2 Validation of issues
First, the issues pertaining to each dimension should be investigated. This is to find out, if the 
subjects agree or disagree with the questions. If they agree, the question can be relied on. A further 
development and an extraction of the question are generally possible.
5.2.1 Tangibles
The statements 1-9 are assigned to the dimension Tangibles. Table 47 shows the statements of the 
subjects.
Table 47: Validation of issues of the dimension Tangibles
4.22 0.78 0.00 11.33 2.00 0.67 15.44 4.44 1.11
84.44% 15.56% 0.00% 80.95% 14.29% 4.76% 73.54% 21.16% 22.22%
Source: Author based on the findings of the semi-structured interview questions 1-9
All subjects consider the issues of the dimension Tangibles as positive. In the group of professionals 
4.22 subjects on average (= 84.44%) assessed the statements to be positive and 0.78 person on 
average (= 15.56%) choose the neutral statement. In the group of staff 11.33 subjects on average 
(= 80.95%) judged the statements to be positive and 2 subjects on average (= 14.29%) judged the 
statements to be neutral. In the group of clients 15.44 subjects on average (= 73.54%) rated the 
statements to be positive, 4.44 subjects on average (= 21.16%) assessed the statements to be neutral 
and 1.11 person on average (= 22.22%) choose the statements to be negative.
128
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The result is consistent with the theory. Subsequently, the results of the unstructured 
part of the interview can be used to extend the questions.
5.2.2 Reliability
The statements 10-23 are assigned to the dimension of Reliability. Table 48 shows the statements of 
the subjects:
Table 48: Validation of issues of the dimension Reliability
4.07 0.21 0.71 10.93 0.93
336
13.07 5.71 1.00
81.43% 4.29% 14.29% 78.06% 6.63% 23.98% 62.24% 27.21% 4.76%
Source: Author based on the findings of the semi-structured interview questions 10-23
All three subject groups consider the issues of the dimension Reliability to be mainly positive. In the 
group of professionals 4.07 subjects on average (= 81.43%) assessed the statements to be positive, 
0.21 subjects on average (= 4.29%) choose a neutral statement and 0.71 subjects on average (= 
14.29%) rated the statements to be negative. In the group of staff 10.93 subjects on average (= 
78.06%) judged the statements to be positive, 0.93 subjects on average (= 6.63%) judged the 
statements to be neutral and 3.36 subjects on average judged the statements to be negative. In the 
group of clients 13.97 subjects on average (= 62.24%) rated the statements to be positive, 
5.71 subjects on average (= 27.21%) assessed the statements to be neutral and 1.00 person on 
average (= 4.76%) chose the statements to be negative.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The result is consistent with the theory. Subsequently, the results of the unstructured 
part of the interview can be used to extend the questions.
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5.2.3 Responsiveness
The statements 24-28 are assigned to the dimension of Responsiveness. Table 49 shows the 
statements of the subjects.
Table 49: Validation of issues of the dimension Responsiveness
■ ■
4.40 0.60 0.00 12.20 1.80 0.00 17.40 3.60 0.00
88.00% 12.00% 0.00% 87.14% 12.86% 0.00% 82.86% 17.14% 0.00%
Source: Author based on the findings of the semi-structured interview questions 24-28
All three subject groups consider the issues of the dimension Responsiveness to be positive. None of 
the subjects rated the statements to be negative.
In the group of professionals 4.40 subjects on average (= 88.00%) assessed the statements to be 
positive and 0.60 subjects on average (= 12.00%) rated the statements to be neutral. In the group of 
staff 12.20 subjects on average (= 87.14%) judged the statements to be positive and 1.80 subjects on 
average (= 12.86%) judged the statements to be neutral. In the group of clients 17.40 subjects on 
average (= 82.86%) rated the statements to be positive and 3.60 subjects on average (= 17.14%) 
assessed the statements to be neutral.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The result is consistent with the theory. Subsequently, the results of the unstructured 
part of the interview can be used to extend the questions.
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5.2.4 Assurance
The statements 29-36 are assigned to the dimension of Assurance. Table 50 shows the statements of 
the subjects.
Table 50: Validation of issues of the dimension Assurance
3.13 0.88 1.00 8.25 3.00 2.75 8.75 5.00 7.25
62.50% 17.50% 20.00% 58.93% 21.43% 19.64% 41.67% 23.81% 34.52%
Source: Author based on the findings of the semi-structured interview questions 29-36
The issues of the dimension Assurance were rated differently by the subject groups. While 
professionals and staff rated the statements positive, the group of clients evaluated them positive 
and neutral, on average. In the group of professionals 3.13 subjects on average (= 62.50%) assessed 
the statements to be positive, 0.88 subjects on average (= 17.50%) judged the statements to be 
neutral and 1 subject on average (= 20.00%) rated the statement to be negative. In the group of staff 
8.25 subjects on average (= 58.93%) judged the statements to be positive, 3.00 subjects on average 
(= 21.43%) judged the statements to be neutral and 2.75 (= 19.64%) subjects on average judged the 
statements to be negative. In the group of clients 8.75 subjects on average (= 41.67%) rated the 
statements to be positive, 5 subjects on average (= 23.81%) assessed the statements to be neutral 
and 7.25 subjects on average (= 34.52%) chose the statements to be negative.
Compared to the other dimensions, the tendency for all subject groups is still clear. While 
professionals and staff issue very similar statements, the clients evaluated the statements more 
positive but with a tendency to neutral. It can be observed that there are no significant differences 
between the professionals, the staff and the clients. With that constriction the result is consistent 
with the theory. Subsequently, the results of the unstructured part of the interview can be used to 
extend the questions.
131
5.2.5 Empathy
The statements 37-46 are assigned to the dimension of Empathy. Table 51 shows the statements of 
the subjects.
Table 51: Validation of issues of the dimension Empathy
4.60 0.40 0.00 12.00 1.70 0.30 17.50 2.90 0.60
92.00% 8.00% 0.00% 85.71% 12.14% 2.14% 83.33% 13.81% 2.86%
Source: Author based on the findings of the semi-structured interview questions 37-46
All three subject groups considered the dimension Empathy to be very positive. In the group of 
professionals 4.60 subjects on average (= 92.00%) assessed the statements to be positive and 
0.40 subjects on average (= 8.00%) rated the statements to be neutral. In the group of staff
12.00 subjects on average (= 85.71%) judged the statements to be positive, 1.70 subjects on average 
(= 12.14%) judged the statements to be neutral and 0.30 subject on average judged the statements 
to be negative. In the group of clients 17.50 subjects on average (= 83.33%) rated the statements to 
be positive, 2.90 subjects on average (= 13.81%) assessed the statements to be neutral and 
0.60 subjects on average (= 2.86%) judged the statements to be negative.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The result is consistent with the theory. Subsequently, the results of the unstructured 
part of the interview can be used to extend the questions.
5.2.6 Summary
The subjects value the dimensions Tangibles, Responsiveness, Reliability and Empathy coincidently as 
positive. The dimension Assurance is seen positive by the professionals and the staff. The clients 
value the dimension mostly positive but also neutral. The unstructured gathered data can be 
summarised and implemented in the final questionnaire survey.
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Hereinafter, the event of the issue is analysed and the summarised gathered data from the 
interviews are briefly described.
5.3 Consideration of event and enhancement of issues
5.3.1 Tangibles
The statements 1-9 are subject to the dimension of Tangibles. The following table illustrates the 
statements of the subjects.
Table 52: Consideration of event of the dimension Tangibles
1.44 9.89 4.11 13.33 7.67
71.11% 28.89% 70.63% 29.37% 63.49% 36.51%
Source: Author based on the findings of the semi-structured interview questions 1-9
All subjects consider the dimension Tangibles to be critical. In the group of professionals 3.56 
subjects on average (= 71.11%) assessed the statements to be critical, in the group of staff 
9.89 subjects on average (= 70.63%) judged the statement to be critical and in the group of the 
clients 13.33 subjects on average (= 63.49%) rated the statements to be critical. This allows the 
conclusion that the scientific statements according to Parasuraman et al. (1988) mainly match those 
experienced in tax consultancy.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The dimension is seen as appropriate and critical. The result is consistent with the theory 
and with the result of Section 5.2.1. Subsequently, the results of the unstructured part should be 
used to extend the questions for the final questionnaire survey. The outcome of the unstructured 
part of the interviews is shown in the Appendix, Table 141, Table 142, Table 143, Table 144, Table 
145, Table 146, Table 147, Table 148 and Table 149.
The statements are outlined in Table 53:
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Table 53: Design of the enhancement of questions of the dimension Tangibles
Source: Author based on the findings of the semi-structured interview questions 1-9
Question no. 1 was rejected and specified according to the knowledge gained from the semi­
structured interview. In practice, professionals as well as staff were asked about "appropriate 
clothing" and "well-tended appearance". Question no. 2 was rejected and specified by the following 
adjectives used in the semi-structured interview: "tended", "comfortable", "serious", "welcoming" 
and "modern". Question no. 3 was accepted, but revised to "design" and "content". The interviewees 
were asked about "information" and "understandability". Question no. 5 was rejected by the term 
"multidisciplinary" and replaced by "audit advice" and "legal advice".
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Questions no. 4, 6, 7, 8 and 9 did not deliver any new information in the evaluation of the semi­
structured interview. Therefore, the questions can be applied unchanged.
5.3.2 Reliability
The statements 10-23 are subject to the dimension of Reliability. The following table outlines the 
statements of the subjects.
Table 54: Consideration of event of the dimension Reliability
4.29 0.71 11.79 2.21 15.93 5.07
85.71% 14.29% 84.18% 15.82% 75.85% 24.15%
Source: Author based on the findings of the semi-structured interview questions 10-23
All subjects consider the dimension Reliability to be critical. In the group of professionals 4.29 
subjects on average (= 85.71%) assessed the statements to be critical, in the group of staff 
11.79 subjects on average (= 84.18%) judged the statement to be critical and in the group of clients 
15.93 subjects on average (= 75.85%) rated the statements to be critical. This allows the conclusion 
that the scientific statements according to Parasuraman et al. (1988) mainly match those 
experienced in tax consultancy.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The dimension is seen as appropriate and critical. The result is consistent with the theory 
and with the result of Section 5.2.2. Subsequently, the results of the unstructured part should be 
used to extend the questions for the final questionnaire survey. The outcome of the unstructured 
part of the interviews is shown in the Appendix, Table 150, Table 151, Table 152, Table 153, Table 
154, Table 155, Table 156, Table 157, Table 158, Table 159, Table 160, Table 161, Table 162 and 
Table 163.
The statements are outlined in Table 55:
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Table 55: Design of the enhancement of questions of the dimension Reliability
Source: Author based on the findings of the semi-structured interview questions 10-23
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Question no. 13 was rejected and replaced due to the knowledge gained by the semi-structured 
interview. The question was first divided between "professionals" and "staff" as well as between "all 
mandates" and only those mandates that were taken care of. Question no. 18 was rejected and 
replaced by the concrete question of how the law firm receives "new clients", "mouth-to-mouth- 
propaganda" and "recommendations". The questions no. 20 and 21 were rejected and specified by 
dividing between "professionals" and "staff".
Questions no. 10, 11, 12, 14, 15, 16, 17, 19, 22 and 23 did not deliver any new information in the 
evaluation of the semi-structured interview. Therefore, the questions can be applied unchanged.
5.3.3 Responsiveness
The statements 24-28 are subject to the dimension of Responsiveness. The following table outlines 
the statements of the subjects.
Table 56: Consideration of event of the dimension Responsiveness
4.40 0.60 12.00 2.00 16.20 4.80
88.00% 12.00% 85.71% 14.29% 77.14% 22.86%
Source: Author based on the findings of the semi-structured interview questions 24-28
All subjects consider the dimension Tangibles to be critical. In the group of professionals 
4.40 subjects on average (= 88.00%) assessed the statements to be critical, in the group of staff
12.00 subjects on average (= 85.71%) judged the statement to be critical and in the group of clients 
16.20 subjects on average (= 77.14%) rated the statements to be critical. This allows the conclusion 
that the scientific statements according to Parasuraman et al. (1988) mainly match those 
experienced in tax consultancy.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The dimension is seen as appropriate and critical. The result is consistent with the theory 
and with the result of Section 5.2.3. Subsequently, the results of the unstructured part should be 
used to extend the questions for the final questionnaire survey. The outcome of the unstructured 
part of the interviews is shown in the appendix, Table 164, Table 165, Table 166, Table 167 and Table 
168. The statements are outlined in Table 57:
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Table 57: Design of the enhancement of questions of the dimension Responsiveness
The staff should give the clients ti 
impression that it is willing to provide 
service in a timely manner.
The staff should give the clients the impression that it 
is willing to provide a service in a timely manner.
The staff should always be friendly towar 
the clients and act respectfully. The staff should always be friendly towards the clients.
The processing time of the service provision 
should be adequate and in accordance with 
customer expectations
The advice of the law firm should take cliei 
needs Into consideration. 1
g e responsiveness to changing customer requirements should be adequate.
The staff should always act respectfully towards the 
clients.
The processing time of the service provision should 
adequate.
The processing time of the service provision should be 
in accordance with customer expectations.
Source: Author based on the findings of the semi-structured interview questions 24-28
With regard to the development of the questions, refer to Appendix E, Table 164 to Table 168 in 
order to avoid repetitions.
Questions no. 24, 25, 26, 27 and 28 did not deliver any new information in the evaluation of the 
semi-structured interview. Therefore, the questions can be applied unchanged.
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5.3.4 Assurance
The statements 29-36 are subject to the dimension of Assurance. The following table shall outline the 
statements of the subjects.
The results are not clear. The subjects consider the dimension Assurance differently. While in the 
group of professionals 2.75 subjects on average (= 55.00%) assessed the statements to be non-critical 
and in the group of staff 7.63 subjects on average (= 54.46%) judged the statement to be non-critical, 
in the group of clients 10.63 subjects on average (= 50.60%) rated the statements to be critical. While 
the result of the professionals and the staff is not consistent, the result of the clients is consistent 
with the theory. It is consistent with the result of Section 5.2.4., and it can be stated as in the middle.
The QEI serves to measure subjective perceived quality from a client's viewpoint. Therefore, the 
questions should be taken into the final questionnaire survey. The outcome of the unstructured part 
of the interviews is shown in the appendix, Table 169, Table 170, Table 171, Table 172, Table 173, 
Table 174, Table 175 and Table 176.
The statements are outlined in Table 59:
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Table 59: Design of the enhancement of questions of the dimension Assurance
The client should consider the staff to be 
trustworthy.
It is necessary that the staff is obliging 
towards the clients.
Considering the individuality of cases, it is 
necessary that the staff treats every 
customer as friendly and polite as possible.
It is necessary that the staff is able to 
communicate its competence to the client.
It is necessary that the law firm has a list of 
customer references.
It is necessary that the law firm has a list of 
case references.
It is necessary that the staff treats every case 
individually concerning its specific needs.
It is not necessary that the law firm has a 
valid ISO certification.
fhe client should consider the staff to be trustworthy.
I It is necessary that the staff is obliging towards the clients.I Considering the individuality of cases, it is necessary that the staff treats every customer as friendly and polite as possible.
I It is necessary that the staff is able to communicate its competence to the client through previous service.I"1| coIt Is necessary that the staff is able to communicate its mpetence to the client through service.
I It is necessary that the staff is able to communicate its competence to the client through results of work.I:It is necessary that the law firm has a list of customer ferences.
is necessary that the law firm has a list of case 
references
I It is necessary that the staff treats every case individually concerning its specific needs.I It is necessary that the law firm has a valid ISO certification
Source: Author based on the findings of the semi-structured interview questions 29-36
With regard to the development of the questions, refer to Appendix E, Table 169 to Table 176, in 
order to avoid repetitions.
Question 32 was rejected and specified by dividing between "previous service", "through service" 
and by "results of service".
Questions no. 29, 30, 31, 33, 34, 35 and 39, 30, 31, 33, 34, 35 and 36 did not deliver any new 
information in the evaluation of the semi-structured interview. Therefore, the questions can be 
applied unchanged.
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5.3.5 Empathy
The statements 37-46 are subject to the dimension of Empathy. The following table shall outline the 
statements of the subjects.
All subjects consider the dimension Empathy to be critical. In the group of professionals 4.31 subjects 
on average (= 86.15%) assessed the statements to be critical, in the group of staff 11.08 subjects on 
average (= 79.12%) judged the statement to be critical and in the group of clients 16.38 subjects on 
average (= 78.02%) rated the statements to be critical.
It can be observed that there are no significant differences between the professionals, the staff and 
the clients. The dimension is seen as appropriate and critical. The result is consistent with the theory 
and with the result of Section 5.2.5. Subsequently, the results of the unstructured part should be 
used to extend the questions for the final questionnaire survey. The outcome of the unstructured 
part of the interviews is shown in the appendix, Table 177, Table 178, Table 179, Table 180, Table 
181, Table 182, Table 183, Table 184, Table 185 and Table 186.
The statements are outlined in Table 61:
141
Table 61: Design of the enhancement of questions of the dimension Empathy
Source: Author based on the findings of the semi-structured interview questions 37-46
With regard to the development of the questions, refer to Appendix E, Table 177 to Table 186, in 
order to avoid repetitions.
The questions no. 37 and 41 were rejected and specified into "professionals" and "staff". Question 
no. 44 was rejected and replaced by the different kinds of comware "phone", "fax" and "email".
Questions no. 38, 39, 40, 42, 43 and 45 did not deliver any new information in the evaluation of the 
semi-structured interview. Therefore, the questions can be applied unchanged.
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5.4 Summary
The qualitative investigation shows that the results of dimensions Tangibles, Reliability, 
Responsiveness and Empathy are consistent with the scientific literature. All participants, the 
professionals, the staff and the clients value these dimensions to be critical and positive. The result of 
the dimension Assurance is partly not consistent with the theory. While all subjects value the 
dimension Assurance positive, the result of the event is split. The professionals and the staff assess 
the dimension as non-critical, while the clients value it to be critical.
The result shows that not all dimensions are consistent with the theory. Taking into account that 
derivating the issues from theory and allocating them to one dimension was sometimes not totally 
clear, it is necessary to reduce data in order to investigate the attributes standing behind the issues.
The qualitative investigation was conducted to develop a questionnaire survey. The results of the 
survey are presented in Section 6.
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6 Analysis of quantitative findings
6.1 Introduction
6.2 Description of sample
221 clients that receive service in tax matters were chosen as subjects and invited to participate in 
the case study. To give the reader a better understanding of the sample, the descriptive data is 
briefly described hereinafter.
6.2.1 Time sheet of response
Figure 17 illustrates the percentual response to the questionnaire survey in relation to time:
Figure 17: Time sheet of the return of the questionnaires
Source: Author based on this case study and the output of SPSS 17
As Figure 17 shows, the total response of 118 questionnaires (= 53,39%) was reached after eight 
weeks. In the fifth week the questionnaires (see Section 4.4.5.4) were sent out again to all subjects. 
Between the sixth and the seventh week the researcher visited the subjects asking them to complete 
the survey. This led to a higher amount of questionnaires being returned in that period. The subjects 
were contacted before visiting them and were kindly asked to fill in and put the questionnaire in an 
envelope. Only a few subjects handed over the questionnaire without an envelope. The survey was 
completed after the eighth week. After completion, another eight questionnaires were returned to 
the researcher. These questionnaires were rejected and not taken into account for the investigation, 
because analysis had already been completed.
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6.2.2 Affiliation to the organisation
Figure 18 illustrates how long the subjects have been clients of the law firm:
Figure 18: Affiliation to the organisation
For how many years have you used the services of our law-firm?
25-
L e s s t h a n l 1-2 years 3-5 years 6-8 years 9-11 years 12-15 years More than 15
year years
For how many years have you used the services of our law-firm?
Source: Author based on this case study and the output of SPSS 17
Figure 18 shows that most of the subjects have been clients of the law firm for the last five years. 
Nine subjects (= 11.50%) have been mandated for less than one year. 16 subjects (= 20.50%) have 
been mandated for the last 1-2 years. 19 subjects (= 24.40%) have been mandated for the last 3-5 
years. Six subjects (= 7.70%) have been mandated for the last 6-8 years. Eleven subjects (= 14.10%) 
have been mandated for the last 9-11 years. Six subjects (= 7.70%) have been mandated for the last 
12-15 years. 14 subjects (= 14.10%) have been mandated for more than 15 years. 40 subjects did not 
answer the question.
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6.2.3 Business of the participants
Figure 19 illustrates in what kind of business the subjects are engaged:
Figure 19: Type of business
W hat type of business are you in?
2 5 -
Professional Trade and Industry Service Finance Private Others
persons commerce without
finance
What type of business are you in?
Source: Author based on this case study and the output of SPSS 17
Figure 19 shows that most of the subjects are involved in business in the trade and commerce sector. 
18 subjects (= 20.00%) are self-employed professional persons (physicians, architects, etc.). 
22 subjects (= 24.40%) are in the trade and commerce business. 2 subjects (= 2.20%) are in industrial 
business. 17 subjects (= 18.90%) are service providers outside the financial sector. 4 subjects 
(=4.40%) are service providers in the finance sector. 17 subjects (= 18.90%) are private persons. 
10 subjects (= 11.10%) belong to other fields of business and were therefore summarised as 
"Others". 28 subjects did not answer the question.
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6.2.4 Number of employees
Figure 20 illustrates how many employees are working in the subjects' organisations:
Figure 20: Number of employees
How many employees are w orking for your company?
Less than 5 5-10 11-20 21-50 51-100 101-250 More than 250
employees employees employees em ployees employees employees employees
How many employees are working for your company?
Source: Author based on this case study and the output of SPSS 17
Figure 20 shows that 43 subjects (= 59.70%) employ less than five employees. Seven subjects 
(=9.70%) employ 5-10 employees. 13 subjects (= 18.10%) employ 11-20 employees. Four subjects 
(= 5.60%) employ 21-50 employees. One Subject (= 1.40%) employs 51-100 employees. Two subjects 
(= 2.80%) employ 101-250 employees. Two subjects (= 2.80%) employ more than 250 employees. 
46 subjects did not answer the question.
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Figure 21 illustrates what turnover the organisations of the subjects (for private person's gross 
income) reached last year:
Figure 21: Turnover of the participants
6.2.5 Turnover of the participants
How much turnover did your com pany reach last year?
4 0 -
Lessthan 2 5 0 ,0 0 1 - 5 0 0 ,0 0 1 -  1 ,0 0 0 ,0 0 1 - 2 ,5 0 0 ,0 0 1 - More than
250,000 Euro 500,000 Euro 1,000,000 Euro 2,500,000 Euro 5,000,000 Euro 10,000,000 Euro
How much turnover did your company reach last year?
Source: Author based on this case study and the output of SPSS 17
Figure 21 shows that 39 subjects (= 58.20%) reached a turnover of less than 250,000 Euro in their 
company (for Private persons gross income) last year. 15 subjects (= 22.40%) reached a turnover 
between 250,001 -  500,000 Euro in their company (for private person's gross income) last year. 
Four subjects (= 6.00%) reached a turnover between 500,001 -  1,000,000 Euro in their company (for 
private person's gross income) last year. Four subjects (= 6.00%) reached a turnover between 
1,000,001 -  2,500,000 Euro in their company (for private person's gross income) last year. One 
Subject (= 1.50%) reached a turnover between 2,500,001 -  5,000,000 Euro in the company (for 
private person's gross income) last year. None of the subjects reached a turnover between 5,000,001 
-  10,000,000 Euro (for private person's gross income) in the last year.
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Four subjects (= 6.00%) reached a turnover of more than 10,000,000 Euro in their company (for 
private person's gross income) last year. 51 subjects did not answer the question.
6.2.6 Age of the participants
Figure 22 illustrates the age of the subjects:
Figure 22: Age of the participants
How old are you?
30-
Youngerthan 2 4 -3 0 y e a rs  3 1 -3 5 y e a rs  3 6 -4 0 y e a rs  4 1 -5 0 y e a rs  5 1 -6 0 y e a rs  0 ld e rth a n 6 0  
24 years years
How old are you?
Source: Author based on this case study and the output of SPSS 17
Figure 22 shows that most of the subjects are between 51 -  60 years old. Six subjects (= 6.50%) are 
younger than 24 years. Seven subjects (= 7.60%) are between 24 -  30 years old. Ten subjects (= 
10.90%) are between 31 -  35 years old. Five subjects (= 5.40%) are between 36 -  40 years old. 22 
subjects (= 18.60%) are between 41 -  50 years old. 24 subjects (= 26.10%) are between 51 -  60 years 
old. 18 subjects are over 60 years old. 26 subjects did not tell their age.
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6.2.7 Summary
A closer look at the deviation of the answers shows that the sociodemographic questions in 
particular were not answered in many cases. For example, 40 subjects {= 33.90%) did not answer the 
question for how many years they have used the services of the law firm, 46 (= 39.00%) subjects did 
not answer the question how many employees they have working for their company, and 51 subjects 
(= 43.20%) did not tell how much turnover (for private person's gross income) their company reached 
last year.
A comparison with the quality associated questions shows that mostly all of the questions were 
answered with only some 1-3 answers (1.00% - 2.00%) missing. With only ten blank answers 
(= 8.50%) of the question about "the ability of the staff to communicate their competence to the 
client through results of work", reached the highest assent. It is also evident that no empirical 
connection could be found between subjects that did not answer the sociodemographic questions 
and other blanks in the questionnaire survey.
In the literature plenty of reasons are described for missing data, one is that the respondent refused 
to answer. Missing data have to be analysed and understood (Smithson, 2005). The subjects in this 
study might be afraid of being identified by the way they answer questions in the interview. This 
leads to the conclusion that the subjects are afraid to be identified by disclosing their data. In a first 
step the final questionnaire should get more responses if the study is anonymous. If this will not 
solve the problem the cluster of questions will be extended and the amount of questions should be 
reduced.
In the final questionnaire survey this empirical perception affecting responce will be taken into 
account.
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6.3 Descriptive statistics of single items
Table 62 shows the descriptive statistics of each single item:
Table 62: Descriptive statistics of the single items
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Source: Author based on this case study and the output of SPSS 17
Table 62 shows most of the items have a high mean value located between 5.000 and 6.700. 
Hereinafter, the items with a high arithmetic mean (above 6.700) and those, which were rated very 
low (below 5.000), are isolated and discussed.
Table 63 shows items that were rated with a mean above 6.700:
Table 63: Single items that have a high mean
Source: Author based on this case study and the output of SPSS 17
There is consent amongst the subjects about the importance to securely protect soft- and hardware 
from access of third parties. Nearly every subject rated this item with the maximum value (mean = 
6.913). It is likewise important for the subjects to consider the staff to be trustworthy. Nearly every 
subject rated this item with the maximum value (mean = 6.829).
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The third major aspect from the subjects perspective is seen in information that is written in a clear 
and understandable manner (mean = 6.797), followed by a sufficient number of employees to assure 
an adequate service provision (Mean = 6.754) as well as the provision of an error free service in 
receiving, processing and reporting of cliental information.
The results are consistent with empirical studies in the German tax advisor market (Franke, 200212; 
Ires, 2007, Straftenberger Konsens Training, 2005).
Table 64 shows those items that were rated with a mean below 5:
Table 64: Single items that have a low mean
Source: Author based on this case study and the output of SPSS 17
From the perspective of the subjects an academic education and academic titles/degrees reached 
the lowest approval. The subjects rated this item with a mean of 4.043, which means that academic 
education is awarded with a low interest. Comparably poor rated has been the necessity of a case 
reference list (mean = 4.386) and a customer reference list (mean = 4.465). This is followed by the 
necessity of a valid ISO certification. The subjects rated this item with a mean of 4.582. Also a low 
approval reached the focusing on legal advice (mean = 4.930) and modern office premises 
(mean = 4.991).
12 Franke (2002) indicates time constant claims of customers. Reliability reaches place 1, data protection place 2, technical quality place 5 
and information behaviour the 9th place.
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These results are not entirely consistent with the literature. Academic education, which is reflected 
in academic degrees and titles, is seen as search quality {Scherer, 2009). Both, case and customer 
reference lists are seen as competence aspects (Bodendorf and Robra-Bissantz, 2003). A validation of 
functioning and well-working process management and organisation is a valid ISO certification 
(Schluter and Dunkenhorst, 2003).
It may be that the subjects rated this rather low, because all these aspects have already been 
implemented in the law firm for years. For instance, nearly all of the admitted professionals are 
academics. Both, a customer and a case reference list have been handed out for years, provided 
approval has been received from the clients. The low rating of having a valid ISO certification could 
have been influenced by the fact that the law firm is currently in the certification process and plenty 
of the subjects were asked to participate in the process. Finally, it can be said that the reached level 
shows a significance of a mid-range result, which shows the subjects neither agree nor disagree. 
None of the subjects has a primary advantage from these items, nor any disadvantage. It is important 
that the result shows no explicit rejection. It is therefore very important to implement these 
questions into the final questionnaire survey instrument.
A closer look at the consistency of the answers shows that the overall value of all items is exclusively 
positive. Disregarding the items with a low value in Table 64, the rating is nearly exclusively in the 
positive upper third. This type of response, whereby data cannot fall to a value lower than some 
particular numbers, is known in science as the "ceiling-effect" (Fawcett, 2007, p. 204). In science, a 
number of options are discussed to resolve this effect (e. g. Breakwell et al., 2006; 
Martin and Bateson, 1993; Schlenk, 2007).
It is important to reach a better differentiation of statistical specific values. Messner and Zinn (2001 
cited Hall, 1995) who describes a comparable problem in his study. He resolves the problem by 
downgrading his scale to a five-step scale. He also combined the negative associated answer 
alternatives. He boosted the description of the positive associated alternatives. With a renewed 
survey, an almost equal distribution could be reached. Some scales reached a normal distribution.
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Table 65 shows the result applied to this case study:
Table 65: Five-step scale
Source: Author
Table 65 shows that the questionnaire survey scale is reduced to a five-step scale. The options "I fully 
disagree" and "I mainly disagree" are replaced by only one negative associated step labelled "I 
disagree". As the answers were exclusively in the positive scale, this option of the scale was boosted. 
The option "I more agree than disagree" was rejected. The positive scale now starts with "I mainly 
agree". The option "This is a 100% solution" was newly implemented. Hereby the attached value of 
the question should be clarified.
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6.4 Factor analysis
Factor analysis is a data reduction technique. The factor analysis assumes that a service is described 
through plenty of attributes (items). A detailed description of numerous attributes brings one major 
disadvantage, it is difficult to overview the essential attributes. Factor analysis is a data reduction 
technique that helps to deal with these difficulties (Buhner, 2006).
The PCA is an explorative analysis tool, which indicates factors that stand behind those attributes. 
Similar variables are combined and isolated to fewer factors by reducing or summarising large sets of 
variables into coherent subscales. The researcher reviews the essentia! items that stand behind those 
attributes (Buhner, 2006; Pallant, 2007).
The approach of PCA has some major advantages and was therefore chosen in this case study. The 
PCA is based on a psychometric design and simple quantitative mathematical execution (Stevens,
1996). The PCA is recommended for empirically gathered data sets that should be summarised 
(Tabachnick and Fideli, 2007). The amount of the questionnaire items could be reduced by replacing 
those items that do not match very well with each other (Pallant, 2007).
PCA is seen as a useful instrument to develop or recalibrate measurement instruments (e.g. 
Backhaus et al., 2006; Bortz, 1999; Gerbing and Anderson, 1988; Gerbing and Anderson, 1988a; 
Gorusch, 1997; Homburg and Giering, 1996; Huttner and Schwarting, 2000; Raithel, 2008; Steffen, 
2006).
Plenty of researchers use PCA to prove their measurement instrument (e.g. Algesheimer, 2003; 
Bartsch, 2004; Blum, 2006; Dietz, 2006; Konig, 2010; Loisch, 2006; Poznanski, 2006; 
Riemenschneider, 2005; Rothenberger, 2004; Schmitt, 2005; Watrinet, 2007; Ziemeck, 2006).
it can be assumed that a PCA is applicable to approve the theoretical dimensions of this case study.
158
6.4.1 Suitability of data
Prior to the analysis of the empirical data the suitability of all gathered data had to be analysed and 
confirmed. To analyse and to confirm the suitability of data, the Kaiser-Meyer-Olkin Test and the 
Bartlett Test of Sphericity was accessed. The initial calculation and all further calculations were 
performed using SPSS 17, of which Table 66 shows the output:
Table 66: Kaiser-Meyer-Olkin and Bartlett's Test
.759
6434.751
2628
.000
Source: Author based on this case study and the output of SPSS 17
As Table 66 shows, the Kaiser-Meyer-Olkin Test value = .759 exceeds the recommended value of .6 
(Backhaus et al., 2006; Kaiser, 1970, 1974). The Bartlett's Test of Sphericity (Bartlett, 1954) shows a 
level p > .001 exceeding the recommended value of < .500, and is statistically significant. The 
factorability of the correlation matrix is given (Field, 2005, Pallant, 2007).
6.4.2 How to find an appropriate number of components
It should be briefly discussed how to interpret a factor analysis and how to find an appropriate 
number of components. To retain the number of components, five decision rules should be taken 
into consideration:
• Interpretation of Scree plot
■ Parallel analysis (PA) suggested by Horn (1965)
■ Interpretation of the total variance explaining components
• Interpretation of component matrix
• Interpretation of pattern matrix
159
6.4.2.1 Total variance explained
Table 67 shows the total variance of the eigenvalues and items by numbers:
Table 67: Total variance explained
Table 67 shows the eigenvalues of the factor analysis. A model containing seven components 
explains 58.824 % of the item variance.
6.4.2.2 Parallel analysis
Another criterion to retain the number of factors is a PA. PA is a very suitable method to estimate the 
number of components (Horn, 1965; Hubbard and Allen, 1987; Pallant, 2007; Watkins, 2000; Zwick 
and Velicer, 1986). The total initial eigenvalue is systematically compared with the criterion value. 
The random results are generated by Horn's (1965) PA.
For space reason only the first 20 calcualtions are shown. For the full calculation see Appendix H.
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Table 68 shows the random eigenvalue and the standard deviation for 73 chosen variables, 118 
subjects and 100 replications using Watson's (2000) MonteCarlo PCA for PA:
Table 68: Comparison of eigenvalues from PCA and criterion values from parallel analysis
20.860 3.004 .0926 accepted
6.321 2.834 .0807 accepted
4.972 2.691 .0712 accepted
3.084 2.579 .0628 accepted
2.827 2.482 .0582 accepted
2.703 2.379 .0534 accepted
2.174 2.286 .0507 rejected
1.964 2.202 .0456 rejected
1.758 2.123 .0443 rejected
1.739 2.055 .0404 rejected
1.484 1.988 .0428 rejected
1.351 1.918 .0376 rejected
1.278 1.853 .0350 rejected
1.235 1.791 .0341 rejected
1.086 1.730 .0346 rejected
1.035 1.672 .0381 rejected
0.928 1.618 .03051 rejected
0.922 1.568 .0327 rejected
0.854 1.517 .0294 rejected
0.840 1.467 .0291 rejected
Source: Author based on this case study and the output of Watkins (2000) MonteCarlo PCA
Table 68 shows the actual eigenvalue from PCA compared with PA generated by MonteCarlo PCA. If 
the actual eigenvalue from the PCA is higher than the criterion value from PA, the component should 
be accepted. If the eigenvalue is lower, the component should be rejected. The components 1 to 6 
have a higher actual eigenvalue from the PCA compared to those from the criterion value. The 
components were therefore accepted.
The other components have a lower actual eigenvalue from the principal components analysis than 
from the criterion value and were therefore rejected15 (Pallant, 2007). The considered comparison 
suggests to reduce components and to retain six factors only.
14
For space reason only the first 20 calcualtions are shown.
For a better readability only the first 20 Components are displayed.
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6.4.2.3 Interpretation of scree plot and parallel analysis
Figure 23 shows the Scree plot with the eigenvalues and the eigenvalues of PA:
Figure 23: Scree plot and parallel analysis
According to the Scree plot, a solution with three components could also be chosen. The comparison 
with the PA shows that the components 4 to 6 have eigenvalues above the PA. The components 4 to
6 should therefore be taken into account. The marginally smaller eigenvalue from PCA of Component
7 by only (2.174 -  2.286) 0.112 clarifies that final decision should lie in the responsibility of the 
researcher (Field, 2005). It was decided to reduce to seven components. A significant change in the 
shape could not be detected. A slight break is between the second and the third Component. Taking 
into consideration that a two-factor solution would only explain 37.235%, a three-factor solution 
would explain a small percentage of 44.046%, again emphasising the decision made.
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6.4.2.4 Interpretation of pattern matrix
Table 69 shows the Pattern matrix and the loads of each item to the component:
Table 69: Pattern matrix
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Source: Author based on this case study and the output of SPSS 17
Table 69 contains the loadings of each item on each of the detected components, if the loading is 
above .400. Lower loadings were eliminated for a better readability. As Table 69 shows, some items 
have substantial loadings on two factors. These items are therefore excluded from the revised 
version of the questionnaire survey (Backhaus et al., 2006; Pallant, 2007).
Some items have only small loadings on the components. These low loading items also had low 
communalities and were therefore excluded from the revised version of the questionnaire survey 
(Pallant, 2007).
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6.4.2.5 Pattern matrix of the revised questionnaire survey
Table 70 shows the Items' loading on each of the components after reducing the amount as 
mentioned in the section before:
Table 70: Reduced pattern matrix

Source: Author based on this case study and the output of SPSS 17
6.4.2.6 Table of executed items
Table 71 contains those items that were deleted:
Table 71: Table of low loading items/items loading on two components
For a better illustration, Table 71 shows those items that were excluded due to low loadings or 
loadings on two factors.
Source: Author based on this case study and the output of SPSS 17
Only the reduced data should be investigated due to reliability.
After reducing the number of items the empirical data should be shown to confirm the reliability. For 
this analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed:
6.4.2.7 Reliability of reduced data
Table 72: Cronbach's alpha test
.925 .932 44
Source: Author based on this case study and the output of SPSS 17
As Table 72 shows the Cronbach's alpha test value amounts to = .925 and values based on
standardised items amounts to = .932, both exceeding the recommended value of > .700 (DeVellis, 
2003). The factorability of the correlation matrix provides a suitable score (DeVellis, 2003; Field, 
2005; Pallant, 2007).
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6.4.2.8 Discussion of components
Hereinafter the detected components should be analysed and compared with the theory. The aim is 
to label each of the components.
6.4.2.8.1 Component 1
Table 73 summarises the items loading on Component 1 and their factor loadings:
Table 73: Summarised items loading on Component 1
.847
.808
.736
.652
.633
.619
.566
.558
Source: Author based on this case study and the output of SPSS 17
A closer look at the items in Table 73 shows that the items with the highest loading involve a well- 
tended smart appearance of both, professionals and staff. All other items describe the character of 
the office premises. A comparison with the scientific theory reveals that these items belong to the 
dimension Tangibles that is described in Section 3.3.1.
The qualitative interpretation and allocation could only be partly verified in the empirical validation. 
Whilst Table 20 containing location and staff representing was fully verified, the assumptions in Table 
21 could not be approved.
The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Tangibles:
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Table 74: Cronbach's alpha test assessed for the subscale Tangibles
.895 .901 8
Source: Author based on this case study and the output of SPSS 17
As Table 74 shows, the Cronbach's alpha test value amounts to = .895 and values based on 
standardised items amounts to = .901, exceeding the recommended value of > .700 (DeVellis, 2003; 
Field, 2005; Pallant, 2007).
6.4.2.8.2 Component 2
Table 75 summarises the items loading on the Component 2 and their factor loadings:
Table 75: Summarised items loading on Component 2
.856
.683
.629
.607
.534
Source: Author based on this case study and the output of SPSS 17
A closer look to the items in Table 75 shows that items with the highest loading involve an error-free 
service in receiving, processing and reporting of cliental information to assure authenticity of service, 
as well as a sufficient number of employees to assure an adequate service provision. Also, a good 
reputation is loading high on this component. A comparison with the scientific theory reveals that 
these items belong to the dimension Reliability that is described in Section 3.3.1.
The qualitative interpretation and allocation could only be partly verified in the empirical validation. 
The assumption in Table 22 that an informed staff would match with this dimension, was rejected by 
the empirical investigation. However, the assumption of Table 23 involving the necessity of a good 
reputation was verified. It seems to be important to the subjects to combine a sufficient number of 
employees with authentical service. All other assumptions were rejected.
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The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Reliability:
Table 76: Cronbach's alpha test assessed for the subscale Reliability
.815 .819 5
Source: Author based on this case study and the output of SPSS 17
As Table 76 shows, the Cronbach's alpha test value amounts to = .815 and values based on 
standardised items amounts to = .819, exceeding the recommended value of > .700 (DeVellis, 2003; 
Field, 2005; Pallant, 2007).
6.4.2.8.3 Component 3
Table 77 summarises the items loading on Component 3 and their factor loadings:
Table 77: Summarised items loading on Component 3
.645
.630
.568
.543
.539
.535
Source: Author based on this case study and the output of SPSS 17
A closer look at the items in Table 77 shows that the items with the highest loading involve adjacent 
services on the request of the clients as well as active consulting next to the required outcomes of 
the law firm. Also the responsiveness to changing customer requirements is loading high on this 
Component. A comparison with the scientific theory reveals that these items belong to the 
dimension Responsiveness that is described in Section 3.3.1.
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The qualitative interpretation and allocation could be partly verified in the empirical validation. The 
assumption in Table 24 that an informed staff would match this dimension, was rejected by the 
empirical investigation. The assumption of Table 25 involving the necessity of a good reputation was 
verified. It seems to be important to the subjects to combine a sufficient number of employees with 
authentic service. All other assumptions were rejected.
The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Responsiveness:
Table 78: Cronbach's alpha test assessed for the subscale Responsiveness
.834 .838 6
Source: Author based on this case study and the output of SPSS 17
As Table 78 shows, the Cronbach's alpha test value amounts to = .834 and values based on 
standardised items amounts to = .838, exceeding the recommended value of > .700 (DeVellis, 2003; 
Field, 2005; Pallant, 2007).
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Table 79 summarises the items loading on Component 4 and their factor loadings:
6.4.2.8.4 Component 4
Table 79: Summarised items loading on Component 4
.796
.645
.603
.579
.573
.543
.538
.509
Source: Author based on this case study and the output of SPSS 17
A closer look at the items in Table 79 shows that items with the highest loading involve the necessity 
to apply theoretical education and know-how to practical real cases as well as the need of an 
understandable content of booklets and flyers. Also a friendly handling of the clients by the staff is 
loading high on the component. A comparison with the scientific theory reveals that these items 
belong to the dimension Assurance that is described in Section 3.3.1.
The qualitative interpretation and allocation could be partly verified in the empirical validation. The 
assumption in Table 26 of a friendly and respectful behaviour towards the clients has been verified. 
The other assumptions were not verified. It seems to be important to the subjects to combine 
understandable contents of information material and letters with the dimension Assurance. This 
does not contradict the scientific findings. The dimension assurance describes the confidence and 
trust founded on the knowledge of the service provider (Section 3.3.1). Herewith the items could be 
well identified. It was to be adduced that Table 27 is fully allocated to a newly detected dimension. 
This newly detected dimension and the dimension Assurance exhibit a certain adjacency, which is 
documented in a strong correlation of .247 in the Correlation matrix.
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The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Assurance:
Table 80: Cronbach's alpha test assessed for the subscale Assurance
.838 .854 8
Source: Author based on this case study and the output of SPSS 17
As Table so shows, the Cronbach's alpha test value amounts to = .838 and values based on 
standardised items amounts to = .854, both exceeding the recommended value > .700 
(DeVellis, 2003; Field, 2005; Pallant, 2007).
6.4.2.8.5 Components
Table 81 summarises the items loading on the Component 5 and their factor loadings:
Table 81: Summarised items loading on Component 5
.725
.697
.697
.660
.579
.511
Source: Author based on this case study and the output of SPSS 17
A closer look at the items in Table 81 shows that items with the highest loading involve the need that 
every professional and the staff must have up-to-date information about all clients, as well as the 
necessity that the staff should know about the client's needs. Also the academical education of the 
whole staff has a high loading on the component. A comparison with the scientific theory reveals 
that these items belong to the dimension Empathy that is described in Section 3.3.1.
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The qualitative interpretation and allocation could be partly verified in the empirical validation. The 
assumption in Table 28 that a contact person, distinct attention and opening hours would match this 
dimension, was rejected by the empirical investigation. The assumptions of Table 29 were rejected. 
In particular the assumption that comware would fit this dimension was rejected. In fact, here the 
empirical investigation discloses the assumption of a new dimension.
The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Empathy:
Table 82: Cronbach's alpha test assessed for the subscale Empathy
.841 .838 6
Source: Author based on this case study and the output of SPSS 17
As Table 82 shows, the Cronbach's alpha test value amounts to = .841 and values based on 
standardised items amounts to = .838, exceeding the recommended value of > .700 (DeVellis, 2003; 
Field, 2005; Pallant, 2007).
6.4.2.8.6 Component 6
Table 83 summarises the items loading on Component 6 and their factor loadings:
Table 83: Summarised items loading on Component 6
.683
.644
.644
.642
.531
Source: Author based on this case study and the output of SPSS 17
A closer look at the items in Table 83 shows that the three highest loading items involve the purpose 
of contact possibilities with the service provider.
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The fourth item deals with the possibility of reachability outside business premises. A comparison 
with the scientific theory does not show any compliance with the empirical result. This component 
forms a single new dimension. The dimension could be labelled as Reachability. These findings are 
new for research in this area of QM.
The actual literature in the field of QM in law firms does not consider these empirical newly detected 
aspects of subjective judgement of quality. Therefore, it is important to include these aspects into 
scientific models.
The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Reachability:
Table 84: Cronbach's alpha test assessed for the subscale Reachability
.910 .914 5
Source: Author based on this case study and the output of SPSS 17
As Table 84 shows the Cronbach's alpha test value amounts to = .910 and values based on 
standardised items amounts to = .914, exceeding the recommended value of > .700 (DeVellis, 2003; 
Field, 2005; Pallant, 2007).
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Table 85 summarises the items loading on Component 7 and their factor loadings:
6.4.2.8.7 Component?
Table 85: Summarised items loading on Component 7
.687
.670
.664
.638
.562
Source: Author based on this case study and the output of SPSS 17
A closer look at the items in Table 85 shows that the items with the highest loading involve a great 
number of technical literature and references. Also consistent updates of soft- and hardware are 
loading high on the Component. A comparison with the scientific theory does not show any 
compliance with the empirical result. This component forms a single new dimension. The dimension 
could be labelled as Tools and References. In the scientific literature, references alone are seen as an 
essential part of QM. Wagner (2007) adduced that the evaluation of the supplier partner lies in the 
responsibility of the end producer as an essential part of QM. Hereby, the importance of the delivery 
partner correlates with the importance of the final product (Masing and Schmitt, 2007). Pfeiffer 
(2001) mentions references and ISO-certification in the context of supplier assessment and 
recommended, if applicable, a test on-site at the supplier's place. The given evidence is more based 
on real assets, but transferable to service providers. The new gain in knowledge is that these aspects 
of QM in relation to tools and references apparently fall together. Combining both makes sense from 
the viewpoint of practitioners. Having good tools in practice is a requirement for delivering high 
quality work which then results in good references. For a tax advisor, a sound apprenticeship in tax 
matters is certainly of first and major importance. However, he must also have good tools at hand for 
his day-to-day work. A tax advisor shall be in possession of good tools, for example, to comply with 
statutory information or to adapt new or modified rules (Federal Court in case law, for example, 
Judgement of 15 July 2004, IX-ZR-472/00). Good hardware is recommended to optimise the overall 
performance (Bundessteuerberaterkammer KdoR et al., 2007).
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The maintenance of records of certified software, however, is regulated by law (§§ 238, 239 and 257 
Handesgesetzbuch). It can be concluded that good technical literature, hardware and software are 
the tools of a tax advisor.
This connection seems to be important to the subjects. These empirical findings were new for 
research in the area of QM. The current literature in the field of QM in law firms does not consider 
these empirical newly detected aspects so far. Therefore, it is important to include these aspects into 
scientific models.
6.4.2.8.8 Analysis of results from seven factor solution
Summarising the results, the seven-factor solution fulfils the study objectives of the empirical part of 
this study and delivers a gain in knowledge, while Reachability and the combination of Tools and 
References are new findings for research in this area of QM.
The empirical data should also be assessed for each dimension to confirm their reliability. For this 
analysis, the Cronbach's alpha test (Cronbach, 1951) of internal consistency was accessed for the 
subscale Tools and References:
Table 86: Cronbach's alpha test assessed for the subscale Tools and References
.849 .848 6
Source: Author based on this case study and the output of SPSS 17
As Table 86 shows the Cronbach's alpha test value amounts to = .849 and values based on 
standardised items amounts to = .848, both exceeding the recommended value > .700 
(DeVellis, 2003; Field, 2005; Pallant, 2007).
181
Table 87: Component correlation matrix_________________
6.4.2.8.9 Component correlation matrix
1 . 0 0 0 .104 .310 .251 .209| .109 .273
.104 1 . 0 0 0 .127 .271 . l f l .128 .119
.316 .127 1 . 0 0 0 .268
■ ■ ■
.137 .134
2s\ .271 .268 1 . 0 0 0 4 .182 .247
20S| .134 .158
•2 I
1.000 -.044 .239
•i o J
.128 . l f j .182 -.044 1 . 0 0 0 -.022
2 l \ .119 .134 24j| .239 -.022 1 . 0 0 0
Source: Author based on this case study and the output of SPSS 17
Table 87 shows the correlation matrix containing the correlation coefficients between the 
components. All components correlate lower than .300, which assume certain independence 
between them. However, the correlation between Component 1 and Component 3 exceed by .316 
the recommended value slightly.
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Hereinafter, each component of the sample should be analysed. The aim is to indicate the numbers 
and to find out what the measured value says. For this purpose, the scale value of the sample is 
measured and described. After this, the subgroups are analysed by the socio-demographic data of 
the sample.
6.5.1 Analysis of the scale value of the sample
Table 88 summarises the scale value of the sample condensed to each component:
6.5 Analysis of subgroubs
Table 88: Descriptive Statistics
Tangibles 118 2.38 7.00 5.9154 .78827
Reliability 118 3.20 7.00 6.6085 .53678
Responsiveness 118 4.33 7.00 6.1620 .66874
Assurance 118 5.00 7.00 6.5434 .46634
Empathy 118 1.17 7.00 5.2999 1.03447
Reachability 117 2.20 7.00 6.1436 .97449
Tools and References 117 2.50 7.00 5.1793 1.09311
Source: Author based on this case study and the output of SPSS 17
The Table 88 shows that all components reach high scale values between 5.1793 (=lowest mean) and 
6.6085 (=highest mean), which generally clarifies that the expectations of the subjects are quite high 
to very high.
The component "Reliability" with a mean of 6.6085 and the component "Assurance" with a mean of 
6.5434 achieve the highest scale value, which shows that the expectations of the clients here are the 
highest. These results are underscored by only slight deviations (around .5) indicating that the 
response of the subjects is very similar. Interpreted for this study, the result means that the clients 
most value having a sufficient number of employees, agreeing upon promises, having a good 
reputation and assuring authenticity of services by receiving, processing and reporting the client's 
information by applying education and service specific know-how into practical real cases, designing 
informative and understandable flyers and form letters, acting friendly and respectfully as well as an 
adequate processing time.
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The component "Responsiveness" with a mean of 6.1620 and the component "Reachability" with a 
mean of 6.1436 as well as the component "Tangibles" with a mean of 5.9154 achieve the mean scale 
value, which expresses that the expectations of the clients here are in the middle range. These 
results are underscored by higher deviations (around .8) indicating that the response of the subjects 
is mostly similar. It is noticeable that the component "Reachability" differs significantly from the 
other two components with respect to the variance. This is also characterised by a lower minimum 
value. Obviously, individual subjects here seem to have rated lower. Due to the small sample 
research, no further conclusions can be derived. Interpreted for this study, the result means that the 
clients assess the following skills in the medium range: communicating competence through service 
and results of work, adhering to agreements, reacting to changing customer requirements, offering 
adjacent services, being reachable, offering appointments outside business premises, appearance of 
staff and practice of the office.
The components "Empathy" with a mean of 5.2999 and the component "Tools and References" with 
a mean of 5.1793 achieve the lowest scale value, which proves that the expectations of the clients 
here are the lowest. These results are underscored by the highest deviations (around 1.06) indicating 
that the response of the subjects is not very similar. Interpreted for this study, the result means that 
the clients consider it quite non-essential being up-to-date about the clients and their respective 
branch, having knowledge about the client's needs, being academically educated, providing technical 
literature which is controlled for its actuality, having a customer and case reference list, consistently 
updated hard- and software as well as a valid ISO certificate.
It should be noted that the lowest rating in this study still proves that the subjects more agree than 
disagree, which is partly due to the ceiling-effect (Section 6.3), but also to high expectations. It is not 
uncommon that customers formulate high expectations, if they are asked.
6.5.2 Analysis of the subgroups of the sample
After analysing the average expectations of the individual scales it was examined whether these 
expectations turn out to be equal for the different subgroups. To form the subgroups, the variables 
47-52 were used. In this way it was investigated whether e.g. the different age groups or sectors 
differ in their expected profile. The results of this analysis for all components mostly showed the 
same expectations for the formed subgroups. A one-way analysis of variance confirmed that the 
mean values of the resulting subgroups are not significantly different from each other. It is therefore 
assumed that customer expectations are high regardless of the tested predictors (47-52).
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6.6.1 Introduction
Factor analysis is an explorative tool that should guide a researcher. As already mentioned, the final 
decision should lie in the responsibility of the researcher (Field, 2005). The decision to reduce the 
factor analysis to only seven factors was fixed rather on mathematical results than on interpreting 
the Scree plot, the PA, the total variance explaining components and interpreting the Component 
and Pattern matrix. It was also chosen, because the rotated matrix can be well interpreted and 
makes sense. Hereinafter, alternatives to the chosen seven-factor solution shall be discussed and 
taken into consideration.
6.6.2 Six-factor solution
The PA shows that the Components 1 to 3 have a significant higher eigenvalue from the PCA than the 
criterion value from the PA. The Components 4 to 6 shows a still higher eigenvalue from the PCA 
than from the criterion value of the PA. The Component 6 shows a still clear eigenvalue from the PCA 
exceeding the criterion value of the PA by (2.703 -  2.379) 0.32. In contrast Component 7 marginally 
exceeds this. Its eigenvalue from the PCA is exceeding the criterion value of the PA only by (2.174- 
2.2861) 0.11. Beside this, a six-factor solution shall be calculated and investigated.
It is conspicuous that only two items are loading on the Component 6, namely those involving 
appointments outside business premises and the issue that the professionals should know about the 
client's needs. Both loadings are low, and the item envolving appointments outside business 
premises is loading also low on Component 1. The six-factor solution (in effect five-factor solution) is 
briefly described:
6.6.2.1 Component 1
Component 1 in the six-factor solution describes items that belong to the dimension Responsiveness 
(Component 3) in the chosen seven-factor solution. The result is mostly consistent with the seven- 
factor solution. Of interest is the fact that 20 of the items are now loading on the Component 1 with 
loadings above .40.
6.6.2.2 Component 2
Component 2 in the six-factor solution describes items that belong to the dimension Tangibles 
(Component 1) in the chosen seven-factor solution. The result is not consistent with the seven-factor 
solution. Indeed, the items describing the dimension Tangibles are loading on Component 2, but the 
items describe the newly detected dimension Reachability.
6.6 Discussion
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6.6.2.3 Components
Component 3 in the six-factor solution describes items that belong to the dimension Empathy 
(Component 5) in the chosen seven-factor solution. The result is similar with the seven-factor 
solution.
6.6.2.4 Component 4
Component 4 in the six-factor solution describes items that belong to the dimension Tools and 
References (Component 7) in the chosen seven-factor solution. Interesting is that references and the 
ISO certification are still consistent, but software and technical literature are now loading on 
Components.
6.6.2.5 Components
Component 5 in the six-factor solution describes items that belong to several dimensions but rather 
Assurance in the chosen seven-factor solution, because the first two items involve the content of 
booklets and flyers. The second and third items are loading on two Components and have therefore 
been rejected. All other items are only low loading on the Component.
6.6.2.6 Component6
As already mentioned, the Component 6 could not be detected.
6.6.2.7 Summary
The Component 1 describes the dimension Responsiveness. Component 2 combines the dimensions 
Tangibles and Reachability. Component 3 describes the dimension Empathy. Component 4 describes 
partly the dimension Tools and References. It is interesting that the describing part of References is 
consistently loading on the component, while Tools is loading on another component. Component 5 
brings only low loading items together. Rather, it could be connected with the dimension Assurance. 
The dimension Reliability could not be clearly detected. Summarising the results, the six-factor 
solution is rather a five-factor solution that brings no gain in knowledge.
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6.6.3 Eight-factor solution
To avoid repetition, an eight-factor solution shall be calculated with reference to the analysis carried 
out in Section 6.6.2. Evidence for this purpose is that the marginally smaller eigenvalue from the PCA 
is different to the criterion value of the PA by (1.964 -  2.2021) 0.2381.
Conspicuous is that only two items are loading on Component 6, namely those involving the offering 
of appointments outside business premises and the issue that the professionals should know about 
the client's needs. Both items seem to measure customer orientation. Both loadings are low, and the 
item involving appointments outside business premises also low loading on Component 1. The eight- 
factor solution is briefly described:
6.6.3.1 Component 1
Component 1 in the eight-factor solution describes items that belong to the dimension Assurance 
(Component 4) in the chosen seven-factor solution. The result is mostly consistent with the seven- 
factor solution. Only the second item has a high loading on the dimension Responsiveness.
6.6.3.2 Component 2
Component 2 in the eight-factor solution describes items that belong to the dimension Reachability 
(Component 6) in the chosen seven-factor solution. The result is mostly consistent with the seven- 
factor solution.
6.6.3.3 Components
Component 3 in the eight-factor solution describes items that belong to the dimension Reliability 
(Component 2) in the chosen seven-factor solution. The result is consistent with the seven-factor 
solution.
6.6.3.4 Component 4
Component 4 in the eight-factor solution describes items that belong to the dimension Tangibles 
(Component 1) in the chosen seven-factor solution. The result is consistent with the seven-factor 
solution.
6.6.3.5 Components
Component 5 in the eight-factor solution describes again items that belong to the dimension 
Assurance (Component 4) in the chosen seven-factor solution. The dimension is weak due to the fact
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that only four items are loading on the component. Two items are loading below .50. These items are 
describing the information content of booklets and flyers.
6.6.3.6 Component 6
Component 6 in the eight-factor solution describes items that belong to the dimension Empathy 
(Component 5) in the chosen seven-factor solution. The result is mostly consistent with the seven- 
factor solution.
6.6.3.7 Component?
Component 7 in the eight-factor solution describes items that belong to the dimension Tools and 
References (Component 7) in the chosen seven-factor solution. The result is mostly consistent with 
the seven-factor solution.
6.6.3.8 Components
Component 8 in the eight-factor solution describes again items that belong to the dimension 
Empathy (Component 5) in the chosen seven-factor solution. The dimension is weak due to the fact 
that only two items are loading on the component. The items describe properties of the contact 
persons in the organisation.
6.6.3.9 Summary
Components 1 and 5 describe the dimension Assurance. While Component 1 describes the 
requirements of the subjects, Component 5 is not totally clear, but seems to describe more the 
information demand of the service. Component 2 describes the dimension Reachability. Component 
3 describes partly the dimension Reliability. Component 4 describes the dimension Tangibles. 
Components 6 and 8 describe the dimension Empathy. While Component 6 describes more the client 
and his general wish about actual information and knowledge, Component 8 describes more the 
operating persons. Component 7 describes the dimension Tools and References. Of interest is the 
fact that the dimension Responsiveness could not be allocated in this solution.
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6.6.4 Discussion
Both the six-factor and the eight-factor solution are weak in their item loadings on the Components. 
While the six-factor solution in effect only loads on five Components, the weakness of the eight- 
factor solution is that four of the Components are describing two of the theoretically assumed 
dimensions. Two of the Components (No. 5 and 8) are weak due to fewer items and low loadings on 
the Components. Another weakness is that both solutions do not detect all of the dimensions 
described in the literature.
In the six-factor solution two components were combined; the dimension Tangibles was combined 
with the newly detected dimension Reachability. This combination is not consistent with the theory. 
A combination between the awareness of the customer and the reachability, within different ways of 
comware, is not provided. Interesting is that the second newly detected dimension Tools and 
References was split. Tools were combined with the dimension Assurance. Independent were only 
the aspects of References. The dimension Reliability could not be clearly detected.
In the eight-factor solution the Components 1 and 5 as well as the Components 6 and 8 describe only 
two of the dimensions mentioned in the scientific literature. While Components 1 and 5 describe the 
dimension Assurance, the items loading on Components 6 and 8 describe the dimension Empathy. 
Two Components are weak due to less items loading only slightly on the components. The 
Component 5 contains only four items, and two of them have loadings less than .50. The Component 
8 contains only two items. Interesting is that the newly detected dimensions could be both detected, 
while the dimension Responsiveness is now lost.
Summarising the results of both the six-factor solution and the eight-factor solutions reveals that the 
differences provide no gain in knowledge, and this affirms the decision to reduce to a seven-factor 
solution.
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7 Conclusion, QEI and Recommendations
7.1 Introduction
In the following, the findings of the case study are briefly summarised. The final QEI is illustrated and 
explained. Recommendations for the organisation are given and discussed. The section and the case 
study end with an outlook on further research.
7.2 Findings
Summarising it can be said that the factor analysis and the analysis of the average expectation for the 
resulting scale value brought a high gain in knowledge. Plenty of assumptions developed within the 
scientific theory or by the qualitative research could be approved. As such, the empirical 
investigation arrived at alternative conclusions.
Partly, the results of the empirical investigation challenge the conclusions in the published literature. 
The question was controversially discussed whether only admitted professionals or the whole staff of 
the law firm should wear appropriate clothing and should have a well-tended smart appearance. 
Also, in some of the further questions the discussion about the differences between admitted 
professionals and staff was going on (see Appendix E Table 141, Table 153, Table 161, Table 172, 
Table 177 and Table 181). While most of the interviewed subjects saw mostly the admitted 
professionals in the responsibility for appropriate clothing and a well-tended smart appearance, the 
empirical investigation rejected this assumption (see Appendix E Table 141). In contrast, the result of 
the factor analysis showed a higher loading on the staff than on the admitted professionals. The 
importance of tangibles in general is consistent with the qualitative findings in general. In the 
sample, the subjects value the dimension "Tangibles" with high significance. The outcome of the 
empirical investigation is in addition consistent with the prevailing scientific opinion which sees 
benefit in a well tended smart appearance in appropriate clothing, haircut etc. (Aichinger, 1999; 
Steffen, 2006). The qualitative investigation is insofar as the above did not indicate the necessity of 
smartness.
Beyond this, the different consideration of admitted professionals and staff with respect to the 
diversification of characteristics could only be partly approved. Approved was the assumption about 
being up-to-date about all mandates. While the results of the qualitative investigation assume some 
expected differences of opinion, for instance that not every admitted professional has to be up-to- 
date about every mandate, the empirical findings rejected this assumption. The necessity for 
professionals to be up-to-date about every mandate is clearly stated. The subjects see the necessity
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(see Appendix E Table 153) and claim a high knowledge about all mandates. Here, the professionals 
in the first instance and the staff in the second instance are seen as responsible. Over all, the 
"Empathy" dimension is given a slightly lower significance by interpreting the results of the subgroup. 
A direct comparison with the literature fails because of the strong individualisation in this study.
Less of a strong focus but interestingly was service specific know-how (see Appendix E Table 161). 
Here, the subjects clearly see the responsibility of the professionals. These results are consistent with 
the qualitative investigation.
Besides the results, it is enforced by profession law that a professional is responsible for the service. 
He has to have extensive knowledge about the specific sort of business to assure an adequate 
service.
Also, the qualitative research can be declared consistent with regard to the ability to communicate 
competence, which is seen differentiated in both investigations (see Appendix E Table 172). The 
subjects expect both, competence through service and competence in the results of work as the 
outcome of service provision. Further investigations appear dispensable. Again, the professional has 
to have extensive knowledge about the business of his client and about the situation of the client, 
which leads to the assumption that it is important to establish as much knowledge as possible; this 
also concerns the staff.
A differentiation between professionals and staff as the contact person could not be confirmed in the 
empirical investigation (see Appendix E Table 177). Neither the loadings on the items nor the 
descriptive statistics deliver any conclusion. Therefore, the items were removed from the final 
questionnaire survey. The results are also opposite to the prevailing scientific position. It is necessary 
to analyse the individual needs of clients. An ABC-analysis, for example, could help to divide the 
clients into different groups (Bundessteuerberaterkammer KdoR et al., 2007). This is seen likewise in 
the technical literature of QM i. e. to break up the profession group (Bundessteuerberaterkammer 
KdoR et al., 2007). Even analysing the descriptive statistics in this matter does not bring any gain in 
knowledge. Both items reach a high rating. The professionals have a value, which is a bit lower 
compared to the staff. The inconsistency requires further investigation (Section 7.5 and 7.6). The 
reason for the inconsistent result could be linked to the dimension. Maybe the way of asking was 
counterproductive. Two solutions should be tried to fix this effect. A starting point for further 
research is to formulate the question differently in the final questionnaire survey: "It is very 
important to me to have a professional as contact person". With the new formulated question a
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result should be reachable. A second option is to implement a second item:"lt is not important to 
have a professional as contact person" and to test the statistical significance. This would show clearly 
what the subjects want.
A high value was apparently reached by office premises and the belonging contents. Plenty of 
attributes extracted from the qualitative investigation (see Appendix E Table 142) were approved 
with high loadings in the empirical investigation. The results are also consistent with the sample. As 
already mentioned, the subjects value the dimension "Tangibles" with high significance. These results 
are also consistent with the scientific literature (Dehner and Dreyer, 2003). It would be interesting to 
ascertain through further investigations what the subjects associate with attributes like comfortable, 
welcoming, modern, serious and relevant to the type of service. A closer look at the 
sociodemographic data in Figure 22 containing the age of the subjects shows that the subjects over 
the age of 40 years statistically represent 54.20% of the population. Their requirements may differ 
from the younger subjects. Also, further investigations could help to make investment decisions 
easier. It would also be interesting to find out what creates the relevance to the type of service 
(Section 7.6).
Surprising is the change in the dimension Reliability from the qualitative investigation to the final, 
empirically approved version. The dimension differs from any expectation. The item loading most 
strongly on this dimension is the necessity of an error-free service in receiving, processing and 
reporting of client's information. A closer look at the requirements of the professional group makes it 
clear that only error-free process management including error-free receiving, processing and 
reporting of client's information will enable the delivery of well-functioning service products and tax 
planning. A substantial part in this process is the personal relatedness of service delivery (Section 
3.3.6), which reached a high loading in the empirical investigation. The result of both, good process 
management and a sufficient number of employees guarantees a good and fast service provision. 
This is the condition for a good reputation and for receiving recommendations by worth-of-mouth. 
Interesting is that the subjects see the importance of the dimension "Reliability" quite high. In the 
sample, the subjects value the dimension "Reliability" with the highest significance, which shows the 
importance of the subjects' expectations. These results are consistent with the literature.
Also interesting is the composition of the dimension Responsiveness. The researcher had a different 
anticipation. There was surprise at those items, which had been developed from existing theory 
whereby the loading was high to the dimension that was dedicated to Empathy. To clarify the 
outcome, the dimensions shall be repeated briefly.
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Assurance describes the specialisation to fulfil the service specific needs of the client. Empathy in 
contrast describes the possibility to accomplish adjacent service and to satisfy individual needs. The 
comparison of both descriptions makes clear that a separation is not easy to implement for a tax 
service. Hence, the researcher decided to combine active consulting with the dimension adjacent 
services and so with the dimension Empathy.
The empirical investigation crystallised that the subjects regard active consulting as a specialisation 
to fulfil their specific needs. A closer look at the dimension Empathy and the high loading items seem 
to acknowledge this presumption. The items about up-to-date information are loading high on this 
dimension as well as the item that expects the staff to know about the client's needs. A combination 
of these items makes sense. Having knowledge about the client's needs is the requirement to satisfy 
individual needs.
The dimension should initially be affirmed. Practicing will show, if the dimensions that are hardly 
separable for tax matters, will pass the practical test or if adjusting will become necessary. This is 
particularly important, because the high expectations are met in the dimension "Assurance", 
whereas according to the scale values there are rather low expectations in the dimension "Empathy".
Both adjacent service and active consulting can only be built on excellent competence. Equally, 
competence is needed to detect the necessity of an adjacent service as well as to offer active 
consulting. Necessity and client's wishes are consistent with the literature. Tax specific literature also 
arrives at this conclusion as well as an empirical study that has been revised annually since 1987. The 
requirements concerning technical competence are extremely important to the tax advisor (Ires, 2007).
The concept of the ability to apply theoretical education and know-how into practical real cases is 
also interesting. This high loading item was dedicated to the dimension Reliability by the researcher. 
Problems with the allocation of the question were already seen in the qualitative investigation. 
Hardly any other question was discussed in less detail. Only five of the 40 subjects mentioned 
anything. Nonetheless, factor analysis leads to an interesting result. It combines the ability to apply 
theoretical education and know-how with an understandable content of booklets and flyers and a 
friendly/respectful contact with the clients. This makes it clear that a positive correlation between 
trust-worthiness and confidentially exists for the subjects. It also shows that the subjects see trust­
worthiness and confidentially more in practical solutions rather than in references as assumed by the 
researcher. That special knowledge about client references is one of the major outcomes of this case
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study. Together with Toois it will form a new dimension "Tools and References". The new dimension 
needs to be investigated further. In comparison with the scale value of the sample the dimension is 
valued lowest. A comparison with the literature fails, because the findings are new in this field.
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7.3 Implementation of the final quality measurement instrument into the quality management
The measurement process added to the organisation is illustrated in Figure 24:
Figure 24: The implementation of the applied quality measurement instrument into the quality management
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Figure 24 illustrates the connection between the client, who is placed at the left vertical part of the 
illustration, and the provider, who is placed opposite on the right vertical part of the illustration. 
Horizontally, the illustration is divided into the required nature in the upper part and the realised 
nature in the lower part. The required nature describes the service product and the expectations of 
both the client and the service provider and ends with the picture of expected service for the client. 
Thereby, the quality perception differs between service provider and client. In the first instance, the 
service is briefly described from the viewpoint of both, the service provider and the client.
The starting point of every service is a requirement. Applied to a tax service this requirement is 
mainly influenced by a personal need. This personal need is influenced by law. For instance every 
German resident with income has to declare an income tax statement. That is one of the major 
reasons why clients make use of the service of admitted professionals. This requirement is at the 
same time the subjective quality requirement. A tax declaration requires formal conditions, and an 
official record has to be filled in. Next to personal needs the client is influenced by two aspects. One 
aspect is word-of-mouth communication. Due to the fact that service provision can only be partly 
perceived, we like to decide based on recommendations. This influencing factor has the same 
influence as past experience. Both aspects together accomplish an expectation. Both the 
expectations of the client and the subjective requirement create the expected service. At this point, 
the circuit is already completed from the viewpoint of the client. The subjective quality features are 
being transformed into experience, and with the next engagement of the service provider they 
become past experience. A subjectively perceived high quality will influence the client in both, i. e. 
making use of further service and word-of-mouth communication.
From the starting point of the service provider, the objective quality requirements are essential. Not 
earlier than in the second step the service provider takes the expectations of the client into account. 
These expectations are not crystal clear, and so the service provider mainly has to specify his own 
perceptions of what he thinks are the client's expectations. These perceptions are used to develop 
the service.
The realised service implicates another dimension of quality features. As far as the service is 
provided, the client gets another idea of the perceived service. Next to the subjective perception the 
service has now also an objective quality. Objective quality is seen in adhering to standards. These 
objective quality features are completing the value of service quality.
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The comparison of both, the requested and realised nature of perceived service quality, defines the 
concept of service quality and leads to four possible outcomes that apply to the differentiation 
between objective and subjective characteristics.
Both, objective and subjective quality are low. This leads to the conclusion that none of the 
required performances are met.
Objective quality is high, subjective quality is low. The own firm's required quality is fulfilled, but 
a gap between expectation and performance exists from the customer's point of view. This leads 
to the conclusion that a communication problem exists.
Objective quality is low, subjective quality is high. The customer is satisfied but the quality is 
underperforming. This leads to the conclusion that it might be just a matter of time until the 
customer will find it out.
Both objective and subjective quality are high. It can be concluded that all required features have 
been realised. This leads to the conclusion that this is the perfection of service.
For the client, it is nearly impossible to measure first of all the objective quality, which emphasises 
the importance of subjective quality perceived by the client. This develops the awareness of the 
client, who is nearly exclusively able to value the subjective quality features.
Summarising, it can be said that for the service provider the perceptions will form the service 
product. The realised nature involves the service delivery process and the outcome of both, namely 
subjective and objective quality. For the customer the realised nature is a comparison between 
perceived and expected service.
Hereinafter, the final questionnaire survey is developed in light of the preceding analysis.
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7.4 Limitations of the case study
The case study approach is associated with a number of limitations that should be briefly discussed:
First, a limitation is given due to the fact that this is a case study based on an example of a 
multidisciplinary law firm, where the tax service, which is only one line of the services offered, is 
investigated. This limit is due to the topic of this case study. However, the question arises, if an 
expanded approach would have brought a gain in knowledge. One approach could have been to 
investigate the whole service of the multidisciplinary law firm and not only the tax service. The 
researcher is of the opinion that investigating the whole service and thereby extending the study to 
the field of certified public accountants, attorneys at law and consultants would go beyond the scope 
of this study.
Taking the limitations into consideration, the question arose, if an open study had brought a gain in 
knowledge. On the one hand, the validation {Section 7.6) if carried out in other organisations would 
bring empirical results more quickly and clearly. On the other hand, opening the study to other 
organisations would have brought up plenty of other aspects such as regional or regiocentric 
questions. Finding organisations that would have allowed the researcher to do research on them 
would have been difficult in such a small market. At the end, the model would have been exposed to 
other questions. The researcher thinks that only a validation in fact will deliver useful results.
Further, the sample was quite small. While a response rate of 53,39% seems to be sufficient, the 
absolute response was only about 118 subjects participating in the study. The sample could only 
marginally be influenced due to the limitation of a maximum of 221 mandated clients in the tax 
division of the law firm. These limitations make it unable to use this data for a classification as e.g. 
Johnston, 1995 did. The small sample research shows that a reconfirmation of the QEI is necessary 
(Section 7.5). The sample insofar does not reach the quality of a coincidence sample because of 
several factors. One aspect is the self-selection of the subjects. It could be possible that only those 
subjects participated that were satisfied with the service of the organisation. Furthermore, the 
researcher visited some subjects to reach a useable result of response. Here, subjects who live close 
to the office were chosen. In addition, a double participation could not be controlled adequately. On 
the opposite side, it is impossible to force clients to participate in a study. Provisions to boost the 
response of a survey are seen in calling or visiting the subjects. Influence by double participation can 
never be fully eliminated.
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The QEI is mainly built on a very limited model. These limitations are also limiting the questionnaire 
survey. The biggest limit could be seen in measuring only subjective perceived quality. It was neither 
the topic nor could it be the outcome of a scientific study to develop a QEI for objective quality. It is 
generally not possible to develop such a QEI. It could be argued that it is not necessary to develop a 
QEI for objective quality. Every admitted professional is obligated to install provisions to fulfil this 
legally enforced regulation. One of these is his apprenticeship, his exam to get access to the 
professional group. For maintaining duty and to avoid malpractice an own institution called tax 
advisor chamber is established.
Next to the limitations indicated here, a limitation is seen in the branch specific development. There 
are no experiences of how the developed QEI works in other organisations or in another section, 
culture, etc.
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Seven main recommendations could be derived from the outcome of the case study. They are 
condensed in the following Table 90 prior to being discussed:
7.5 Recommendations
Table 90: Main recommendations of the case study
Source: Author
The QM of the multidisciplinary law firm should be enhanced by the newly detected dimension 
Reachability. In a first step, the QM handbook should be enhanced by this gained knowledge. In a 
second step, the circumstances in the law firm should be investigated. Due to the fact that the 
subjects consider aspects like the reachability by telephone, fax, email and internet to be important, 
these aspects of reachability should be enabled. In particular email and internet reachability should 
be investigated. It would be possible to implement a reaction time to email and internet inquiries in 
order to document the sincerity in the law firm towards the clients and the staff. Moreover, the 
reachability during the week or at the weekends should be reconsidered by the new gathered 
empirical results (Section 6.4.2.8.6). Therefore, modern communication instruments such as email 
forwarding to a mobile device or telephone forwarding could be implemented and could be useful 
for this approach. In the same way as an emergency medical service, a hotline reachable at the 
weekend could be implemented. A rotating plan could ensure that different staff members would be 
reachable outside business hours and/ or at the weekend. Finally, the results of this investigation 
have to be discussed with the staff. It is necessary to inform the staff about the importance of 
reachability, especially concerning the answering of this "passive" comware such as fax, email and 
internet as soon as possible.
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The QM of the multidisciplinary law firm should be enhanced by the newly detected dimension Tools 
and References. In a first step the QM handbook should be enhanced by this gained knowledge. 
Hereby the dimension would enforce more than one section, while the topics tools and references 
require different course of actions.
Concerning tools, two steps seem to be necessary. In the first step, a systematical investigation of 
technical literature should be carried out. Literature should be controlled for its actuality and, if 
necessary, updates should follow the investigation. The second step is far-reaching and includes a 
structural change. Ways have to be found to demonstrate to the clients that the technical literature 
exists. The easiest way is to find a place where the clients can take a look at it. Another way could be 
to inform the clients of the technical literature by guiding new clients into the library or by placing 
e. g. pictures on the internet. Magazines of technical literature can be displayed in the waiting area. 
Also, an announcement of the newest hard- and software could be placed on the internet.
The existing anonymous case and customer reference lists should be worked on and updated. It is 
important to get as many cases and references as possible. Due to the fact that the permission of the 
clients is necessary, it could be conceived to implement a general approval clause in the standard 
terms of engagement with the clients. Both lists could be placed on the firm's website.
Finally, the results of this investigation have to be discussed with the staff. It is necessary to inform 
the staff about the importance of the dimension Tools and References, especially to indicate this 
dimension consequently to the clients.
It is important to utilise the new questionnaire survey regularly. Also, the process should be 
extended. It makes sense to measure the wishes of the customers as early as possible. The ideal case 
is the moment when a new customer decides to access the service. A first visual validation could be 
discussed with the new client. Furthermore, the questionnaire survey should be deployed once a 
year. A partial break-down of the anonymous survey with those clients who agree to participate 
could be considered. With this a correlation of descriptive statistics could be reached to measure if 
the requirements of the clients rise or fall in time. It would be possible to extract different kinds of 
client groups such as premium clients with a high turnover of fees or low budget segments.
A continuous implementation of the revised questionnaire survey and an additional unstructured 
field for further suggestions would enable the researcher to reconfirm and to recalibrate the 
measurement quality characteristics in the future if possible. So, the questionnaire could grow. It
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could also be possible to have a basic instrument and an individual approach supplemented by 
individual and client specific questions.
The questionnaire survey was supplemented by the following three open questions:
Please tell us what you most enjoyed in cooperating with us?
How can we increase our service quality?
Do you have any further suggestions/recommendations for us?
Taking into account that the questionnaire survey now is not exclusively quantitative, the possibility 
of open answers may explain response behaviour, even in an anonymous survey. By using open 
questions, the researcher hopes to achieve suggestions for an advancement of the Q.EI to measure 
expectations.
The consequent and continuous entry of the questionnaire survey and the gathered knowledge 
would allow the development of a benchmark, first for the law firm and respectively for other fields 
of application (see Section 7.6). These standard values are very important. In the literature, next to 
the main quality criteria (objectivity, reliability and validity) to reach implementation-, evaluation- 
and interpretation objectivity the standard values are used to design an own firm's benchmark 
quality as secondary quality criteria (Lawton and Jankowski, 2009). It is essential for further research 
to develop these criteria.
All gathered data could be used to interpolate service reference groups. This information could be 
used to develop a customised quality service package next to the existing service packages. So, it 
could be warranted that each client is treated in accordance with his individual needs.
The final encouragement is to think further and to investigate the aspects of the other divisions 
audit, legal and consulting. The complexity of each of the divisions is estimated to be similar to this 
case study. Hence, a fully integrated QMI could be developed, it would enable all the clientele to be 
taken care of. For instance, it could be detected why a client is just receiving tax service from the law 
firm and not also legal advice or audition. The reasons could be found by designing the QEi modular. 
So the client will only receive those parts of the service he is claiming. By knowing the reasons why a 
client is only receiving part of service, it is only one step further to use the gathered knowledge and 
to develop concepts to win the clients for all offered services.
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7.6 Prospects
Many admitted professionals invest much money in their office when settling down. The results of 
the case study show that about half of the subjects are at the age of 40 or younger, while the others 
are above. The results of the case study showed the importance of the office premises. In further 
investigations, the attributes how the office premises appeal, could be investigated and could deliver 
further information about the properties and conditions relevant for practice.
A limitation of the case study was enforced by the topic due to the development of a QEI using the 
example of a tax service in a medium sized German multidisciplinary law firm. This limits the case 
study and consequently the results of the case study. Limitations are seen in a cultural nature and 
the respective branch of the company the instrument was developed in.
In the meantime, partners have been found in German-speaking as well as in English-speaking 
countries. The researcher hopes to gain two outcomes:
Implementing the QEI into other organisations to measure expectations should reveal if the limited 
criteria could be extended to other organisations. Here, the result of non multidisciplinary 
organisations is of substantial interest.
It is further interesting to implement the QEI into bigger and smaller organisations to find out, if 
correlations between subjective quality perception and the size of the organisation exist.
Also, the interesting question about cultural influence should be investigated further. In a first step, 
the implementation would be carried out in several federal states. Here, also regional and 
regiocentral influence could be measured. Hereby, organisations in cities and in rural areas should 
participate. This influence could also be measured.
With the gathered knowledge, supra-local organisations, having central and external clients could be 
investigated next.
All gathered knowledge could be used to widen the frontier. The questionnaire survey already exists 
in English and German. The English version would be applied in English-speaking parts of Europe. The 
German version would find application in Austria and Switzerland.
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Two outcomes are expected from further entries. The empirical results could first be used to verify 
the English version of the questionnaire survey. A German organisation working in England could be 
empirically compared with an English organisation working in Germany. Of special interest would be 
the results from native English-speaking people. The comparison might deliver empirical evidence 
that both questions have the same meaning not just in the theory but also in the praxis. Or it would 
require slight changes and then evidence of acceptability.
After validating, the QEI could be used in English-speaking and German-speaking areas to measure 
expectations.
The aim is to develop quality benchmarking, which could be combined with sociodemographical 
data. The result could be used for market analysis or a systematical comparison of organisations.
The data could also be used and as the base for a classification of the determinants of service quality 
as Johnston, 1995, did.
The first steps are made, but a possible barrier still exists. It is the use of paper the questionnaire 
survey is written on and the involved cost-, time- and flexibility problems of paper based 
instruments. Together with a team of experienced researchers, the questionnaire survey was 
converted into a digital form. This will make distribution and research easier as part of the study.
Another barrier is seen in the missing research for the remaining divisions of the multidisciplinary 
German law firm, namely audit, legal and consulting services. Herewith, the researcher kindly asks to 
fill this gap with knowledge.
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8 Reflective Diary
8.1 Introduction
This section contains my personal experiences of participating in the DBA programme and some 
information about the DBA programme of the University of Surrey (Surrey DBA) itself.
My personal decision to participate in the DBA programme traces back to my good experience made 
in participating in the M.BC. programme from Wismar's University of Technology, Business and 
Design in Germany. We were trained in small groups and the approach of the programme was very 
practical. So I could implement much of what I had learned during my daily business. My wish was to 
find a comparable option to award a doctorate.
My decision to participate in the Surrey DBA was based on various reasons. The first thing I noticed 
was that the Surrey DBA is a well structured offer in comparison to other programmes. Another 
aspect was that groups are held small but not too small -a t least seven, but not more than eleven 
students are taken in one cohort. Another significant reason for choosing the Surrey DBA was that 
lessons were held in Germany.But above all, the University of Surrey has a very good reputation and 
the Surrey DBA programme is accepted worldwide and internationally accredited.
From the beginning of the DBA until now, I can say that the overall experience had a significant 
impact on my work and my job. I understand both my staff and my customers much better now. I 
have developed a much deeper understanding about QM and I have learned much about research 
such as conducting interviews or survey work. I am able to analyse more critically than before.
As someone who regards the future of his own profession as being critical, I am now much more 
confident than before having embarked on the DBA programme.
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8.2 Impact of the compulsory modules (Stage 1)
The Surrey DBA is structured in two parts. Stage one contains five modules with 20 hours contact 
time allocated to each, part two contains the thesis writing. For a better understanding the modules 
are shortly described in Table 91:
Table 91: Surrey's DBA approach -  Stage 1
Source: Author based on Gilbert (2010)
Providing initial orientation and understanding approaches of research design 
Providing epistemological and ontological underpinnings and planning research 
Finding and assessing secondary data 
Understanding different research design approaches 
Constructing measurement instruments and run statistics via SPSS 
Alternative approaches of data collection and analysing them 
Learning the value of qualitative research, addressing management problems 
Learning about collecting qualitative data successfully 
Critically engaging in management text, research reports and proposals 
Critical analysis of individual (management) text 
Constructing methods to critically examine research literature 
Developing your own applied research design 
Understanding the requirements of the DBA thesis
Writing a DBA research proposal subject to own subject/question/investigation
Although attending the lecture was not enforced to pass the assignment, I decided to participate in 
each seminar. Each workshop starting on Friday morning and ending on Sunday in the late afternoon 
was well prepared. The handouts we received turned out to be a good starting point for me. I 
enjoyed each discussion with the other students and with our professors. A positive thing was that 
basic literature was also included, which each student received at the beginning of the weekend. So I 
had the lesson as a starting point, a script to retrace and books to go a little deeper. We also received 
a list of recommended books. It helped me to find useful and good sources to start research.
Hereinafter, I would like to describe the aims and the assignment of each workshop followed by my 
personal outcome from each module.
8.2.1 Philosophical underpinnings of research methods for management
The aim of the first workshop was to understand and apply research based concepts, how to do 
secondary source research and how to synthesise important research concepts within paradigm 
settings. Twelve listed concepts were required to be explained and applied to my thesis as part one 
of the assignments. The second part of the assignment was to explain how research design 
influenced by background assumptions is based upon different research paradigms.
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My personal outcome was an overview of methods for providing surveys and interviews, especially 
designing, sampling and analysing gathered data. I found out that neither a qualitative nor a 
quantitative approach alone would solve my research problem, but rather a mix of both approaches. 
I learned to challenge my own work, to try to get to the bottom of it and how to keep bias out of my 
work.
8.2.2 Quantitative research methods
The aim of the second workshop was to understand and apply qualitative research based concepts 
through developing measurement instruments, collecting and processing data by using SPSS and 
interpretation of these data. The assignment to fulfil was a small scale qualitative research sample 
based on 10 items and 20 participants as well as interpretation as one part. Another part was to 
investigate and to measure relationship and correlation between given data.
I received a significant fundamental impact on my skills and knowledge by using the Software SPSS. 
Further, I learned to handle small and big amounts of numbers and the usage of plenty of statistical 
tests such as parametrical and non-parametrical statistical test procedures. I learned about validity, 
reliability and more about the concept of bias. Before I learned this module, I did not know much 
about non-parametric statistical tests. It became clear to me that part of my study would be based 
on quantitative research. I had to take aspects like time and bias into consideration, and quantitative 
research seemed to solve the problem best.
8.2.3 Qualitative research methods
The aim of the third workshop was to understand and apply qualitative research methodology, 
design and methods undertaken in a workplace context. The assignment was to fulfil a research 
proposal containing a literature review and to draft an appropriate and logical methodological 
qualitative research approach.
I learned to apply case study research and to triangulate data. I determined qualitative 
characteristics and applied them to a case study research approach. Another outcome was that I was 
very clear then about choosing a mixed methods research approach for my thesis. I rather learned to 
combine both by case study research, and I learned about the strengths and weaknesses and about 
the basic concepts to triangulate data. At the end of this module, it was clear to me to carry out a 
case study research. After these first three modules, my own research approach was rather clear, 
and I started to develop the structure of my final literature review.
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8.2.4 Critical evaluation of research
The aim of the fourth workshop was to learn how to identify strengths and weaknesses of research 
methodology as well as the critical evaluation of a published research paper. Two articles, one based 
on a qualitative research approach and one based on a quantitative research approach, had to be 
analysed and criticised.
I learned about the quality of articles and books. I personally found out that even good articles have 
weaknesses, and that I should never infer the quality of a paper, even if published on a university 
page. After all, this module boosted my own understanding of written words and my way to criticise 
and challenge even well written papers. I also learned to be more critical with internet inquiry, and I 
am able to evaluate reports and papers far better now.
8.2.5 Research proposal
The last workshop was to design my own research proposal. I learned to bring all my ideas into one 
paper using no more than 4000 words.
8.2.6 Summary
After passing all the modules, I felt that I had improved and grown to a considerable extent from an 
academical and a professional point of view. My research was undertaken within the organisation I 
work in. Each of the modules was -  if possible -  applied to my own research topic. Finding solutions 
for an addressed specific problem in an academic way is also significant for the enhancement of my 
profession.
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8.3 Thesis writing (Stage 2)
Stage 2 contains at least two workshops, where students submit and present their literature review, 
their methodology, their thesis and vita in short presentations (Gilbert, 2010). Oral defence is carried 
out by two examiners, who interrogate the DBA candidate.
Writing the thesis was the most difficult part of the whole research process. I found out very quickly 
that the modules were a good assistance as well as my supervisors, who answered my questions 
promptly and helped me in my first steps. Their comments and suggestions were precise as well as 
essential and needful.
Also, the two workshops during the thesis writing stage were very helpful in two ways. On the one 
hand, the discussion with examiners, supervisors and the other students was impactful for my work. 
On the other hand, to have a 'jour fixe1 also meant that I had to be ready with my work at this time. 
The pressure helped me in the beginning to be ready in time. A huge amount of interesting literature 
to read fascinated me. The fixed appointments and the pressure to get ready helped me to provide 
an early structure, verify and write on each section of this thesis -  and get on with it.
The close relationship between the topic of my thesis and my profession required a lot of synergies. I 
can say that every research I did was helpful for me to understand both my staff and my clients much 
better. I started the DBA with a practical problem, and I found a solution in combining the practical 
problem with the DBA. Today, I can say it is a win-win situation for the organisation and for me.
A good starting point for my research was to answer the research questions I developed while 
participating in each workshop. They were strongly influenced by my work field. Quality and QM are 
terms that are often used in the field of my profession. I found out that a lot of misunderstanding 
orginates for both of these terms. My organisation has a very clear picture about quality and its 
management now.
It was also the starting point for my literature review. I learned what quality is and how QM works, 
and I learned much about existing approaches of QMS. I learned to apply and to combine them with 
my research questions in order to solve my organisational problem, and I learned to structure my 
work.
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Most of my work was done on two, sometimes three days a week and perhaps the weekends. I 
learned to manage my work life balance. The deal was not to work every weekend, so I spent a 
weekend per month for social life.
In January 2010, the crisis reached the German tax advisory market, and even my organisation had 
less work for the first four months. Thus, I took the chance to work less and to work even harder for 
my thesis. Today, I can say that the crisis was quite convenient to me. I prepared my semi-structured 
interviews in this time and in order to reduce bias found someone who interviewed the staff 
members and clients. The outcome of this phase was to manage all the gathered information into 
one useful approach. And after this stage I started to develop my questionnaire survey.
Thereby, I learned another thing. Due to my previous experience, I was very sure that data collection 
by a survey would take a couple of days, maximally some weeks. At the end, data collection took 
seven weeks, and I had to visit my clients to gather an acceptable response. I learned that even 
clients I personally know did not like to participate in a time-consuming survey. Well, one outcome 
for me was: where necessary keep surveys as short as possible!
The final part in my thesis was to analyse the collected data. I learned to apply a factor analysis and 
to interpret the results. It was helpful to me, and I learned to reduce the questions in my survey to 
finalise it. I could also implement my further experience that clients do not like time consuming 
surveys.
Then I spent time asking myself: Are all questions answered in this thesis, and is all of my work 
logical?
The last step was to finalise my work and to update and adjust my literature review. It was 
interesting to see how many books were published again, were overworked or co-authored by other 
authors in such a short time.
8.4 Summary
In particular the modular concept of my study helped me to be successful in my case study. My 
experience in philosophy, qualitative and quantitative research skills, evaluating other research and 
putting all the information together by using limited words was all rather important for me.
214
Another thing I learned is that there is no perfect approach to solve a problem. In my personal 
opinion, the way is to reduce bias as much as possible and to make sure that the reliability and 
validity is as high as possible.
I am not quite sure, if I would have started the DBA had I known in advance how much work it would 
be until submission of this thesis. Today, however I am happy that I did not know before.
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Appendix A. Development of Questions for Investigation 1 by comparison of 
Translation
Table 92: Development of Issue 1
The employees should wear appropriate clothing 
and should have a well-tended appearance.
Die Mitarbeiter sollten in der Kanzlei angemessene 
Kleidung tragen und ein gepflegtes Aufteres haben.
The employees should wear appropriate clothing 
and have a well-tended appearance.
Das Personal sollte adaquat gekleidet sein und ein 
gepflegtes AuBeres haben.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The employees should wear appropriate clothing 
and should have a well-tended appearance.
©as—Per-senaj—sollte adaquat—gekleidet soinbie 
Mitarbeiter sollten in der Kanzlei angemessene
Kteidune trasen und ein 88
■ m i
V
The employees should wear appropriate clothing 
and should have a well-tended appearance.
Die Mitarbeiter sollten in der Kanzlei angemessene 
Kleidung tragen und ein gepflegtes Aufceres haben.
Source: Author
Table 92 shows only little variation by comparing the Source question to the translated question. The 
comparison of the English translation differs only by using the word "should". The German 
translation differs by a different block format and by using the adjective "adaquat" instead of 
"angemessen". Both adjectives are synonymous (Wermke et al., 2006, p. 78). "Mitarbeiter" is a 
synonym for "Personal" (Wermke et al., 2007, p. 667).
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Table 93: Development of Issue 2
The office premises should be nice and welcoming. Die Buroraumlichkeiten sollten ansprechend gestaltet sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ■■■■■■■■■■■■■■
The office premises should be nice and welcoming. Die Geschaftsraume sollten ansprechend gestaltet sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ II
Die GesehaftsfSwrteBuroraumlichkeiten sollten 
ansprechend gestaltet sein.
■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■
The office premises should be nice and welcoming Die BUroraumlichkeiten sollten ansprechend gestaltetsein.
Source: Author
Table 93 shows only little variation by comparing the Source question to the translated question. The 
English translation is identical. The subject "Buro" is synonymous for "Geschaftszimmer" (Wermke et 
al., 2006, p. 230) and the subject "Zimmer" is a synonymous for "Raumlichkeit" (Wermke et al., 2006, 
p. 1078).
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Table 94: Development of Issue 3
The design of booklet and flyers should look 
appealing.
Die Gestaltung von Kanzleibroschuren- und Flyern 
sollte ansprechend sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The design of booklets and flyers should be 
appealing.
Werbebroschuren und Handzettel sollten 
ansprechend gestaltet sein.
The design of bookletbooklets and fivers should look 
be-appealing. Kanzleibroschuren- und Handzettel—seWtettFlvern sollt ansprechend sein.
■ ■ ■ ■ ■ I
V
The design of booklet and flyers should look 
appealing.
Die Gestaltung von Kanzleibroschuren- und Flyern 
sollte ansprechend sein.
Source: Author
Table 94 shows only little variation by comparing the Source question to the translated question. The 
English translation differs by the adjective "look", which is translated with "be". The adjective "be" is 
described as "whatever has place in the realm of things describable as real in a material or 
immaterial sense" (Merriam-Webster, 1984, p. 89). The subject "Handzettel" is synonymous for 
"Flyer" (Wermke et al., 2006, p. 466).
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Table 95: Development of Issue 4
The office premises should be relevant to the type 
of service. Die Buroraume sollten der Kanzlei angemessen sein.
j i m f e M M M M M W M M M M E
The design of the office premises should correspond 
to the type of service.
Die Geschaftsraume sollten der Art der Leistung 
entsprechen.
I' ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The design ef the-office premises should be 
relevanteofrespend to the type of service.
Die GeschaftsfaumeBuroraume sollten der Art--der 
Lefetung entsprechenKanzlei angemessen sein.
v
T I P I S 1! 111! ! !  H I  W E B  M C I
The office premises should be relevant to the type 
of service. Die Buroraume sollten der Kanzlei angemessen sein.
Source: Author
Table 95 shows only little variation by comparing the Source question to the translated question. The 
English translation differs by the adjective "be apposite", which is translated with "correspond". The 
adjective "apposite" is described as "[being] applicable" (Merriam-Webster, 1984, p.53) and the 
adjective "correspond" is described as "agree" or "conform" (Merriam-Webster, 1984, p. 192). It can 
be said that the words have a comparable meaning in the context of the question. The subject "Buro" 
is synonymous for "Geschaftszimmer" (Wermke et al., 2006, p. 230) and the subject "Zimmer" is a 
synonym for "Raumlichkeit" (Wermke et al., 2006, p. 1078). The adjective "entsprechen" is a 
synonym for "angemessen [sein]" (Wermke et al., 2006, p. 327).
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Table 96: Development of Issue 5
The office should be directed multidisciplinary and 
not only focus on tax advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich nichtauf die Steuerberatung beschranken.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ 1
The approach of the company should be 
multidisciplinary and not only be focused on tax 
service.
Die Vorgehensweise der Kanzlei sollte 
fachgebietsubergreifend und nicht nur auf den 
steuerlichen Bereich ausgerichtet sein.
ompartwmb* .«* o u * . tnd * a
The approach--of ■ the-eomponyoffice should be 
directed multidisciplinary and not only be
fecosedfocus on tax sefvice-.advice.
Die — Kanzlei sollte
steuerlichen- Berekhmultidisziplinar ausgerichtet sein 
und sich nicht auf die Steuerberatung beschranken.
M H M M M f e l
The office should be directed multidisciplinary and 
not only focus on tax advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich nicht auf die Steuerberatung beschranken.
Source: Author
Table 96 shows only little variation by comparing the Source question to the translated question. The 
English translation differs by the subject "law firm" which is more specific than "company". The 
adjective "fachubergreifend" is translated with "interdiziplinar". "fachubergreifend" is derived from 
"Fach", and "interdiziplinar" is derived from "Diziplin". "Fach" is a synonym for "diziplin" (Wermke et 
al., 2006, p. 361).
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Table 97: Development of Issue 6
The service performance should be relevant to the 
client's needs.
Die Dienstleistung sollte auf die Bedurfnisse der 
Mandanten ausgerichtet sein.
b h h h h h i h h h h h h
Service performance should match the client's 
needs.
Die Leistung sollte den Kundenbediirfnissen 
entsprechen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
The servicer
Service performance shot 
the ' needs.
ild be relevanf towatch
Die 1-eistuBgPienstleistung sollte den 
Kuodenbedwfnfsseivefttsp rec hen auf die Bedurfnisse
der Mandanten ausgerichtet sein.
*
The service performance should be relevant to the 
client's needs.
Die Dienstleistung sollte auf die Bedurfnisse der 
Mandanten ausgerichtet sein.
Source: Author
Table 97 shows only a little variation by comparing the Source question to the translated question. 
"To match with" has the same meaning as "to be apposite" in the context of the question. The 
German translation also shows only a little variation of the Source. As stated in the comment, 
"Mandant" is the technical term for "Kunde" in the area of law firms. "Kunde" is synonymous for 
"Mandant" (Wermke et al., 2007, p. 601). The Word "service" is translated as "Dienstleistung" (Pons 
dictionary, 2005, p. 822) and the word "performance" is translated as "Leistung" (Pons dictionary, 
2005, p. 475). In the context of the study, the question goes back to service and not to performance.
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Table 98: Development of Issue 7
The number of employees should be sufficient to 
assure adequate services provision.
Die Anzahl der Mitarbeiter sollte so auskommlich 
sein, dass eine termingerechte und ordnungsgemaGe 
Erbringung der Dienstleistung gewShrleistet werden 
kann.
The number of employees should suffice to assure 
adequate service.
Die Anzahl der BeschSftigten sollte einen adSquaten 
Service gewShrleisten konnen.
The number of employees should be sufficient to 
assure adequate services provision.
Die Anzahl der Mitarbeiter sollte so auskommlich 
sein, dass eine termingerechte und ordnungsgemSGe 
Erbringung der Dienstleistung gewahrleistet werden
_______________________________________
Source: Author
Table 98 shows only a little variation by comparing the Source question to the translated question. 
The Source is a little bit more concrete (compare: service provision to service). The verb "suffice" has 
the same meaning as "to be sufficient" (Hawker and Waite, 2007, p. 800). "Mitarbeiter" is a synonym 
for "Beschaftigter" (Wermke et al., 2007, p. 617). "OrdnungsgemaG" can be used synonymously to 
"adaquat", which is synonymous for "gemaG" (Wermke et al., 2007, p. 59, 656). "Termingerecht" can 
be compared to "termingemaG", which is a synonym for "planmaGig, plangemaG". "GemaG" is used 
synonymously for "adaquat". (Wermke et al., 2007, p. 59, 673, 856). "Service" is a synonym for 
"Dienstleistung" (Wermke et al., 2007, p. 792).
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Table 99: Development of Issue 8
All of the professionals of the law firm should be 
admitted by the tax advisor chamber.
Die Berater der Kanzlei sollten von der 
Steuerberaterkammer zugelassene Steuerberater 
sein.
Any professional of the company should be 
admitted by the German Chamber of tax 
Consultants.
Das gesamte Fachpersonal der Kanzlei sollte bei der 
Steuerberaterkammer zugelassen sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
All of the professionalsAnv pfefessienal of the law 
firm company should be admitted by the German 
Chamber of tax advisor chamberConsultants.
Dos gesamte FachpersonalDie Berater der Kanzlei 
sollte—beisollten von der Steuerberaterkammer
zugetossenzuRelassene Steuerberater sein.
Law firm is the term for the general concept 
company.
"The consultants of the law firm are the 
professionals.
v
All of the professionals of the law firm should be 
admitted by the tax advisor chamber.
Die Berater der Kanzlei sollten von der 
Steuerberaterkammer zugelassene Steuerberater
sein- ....................................... ...................
Source: Author
Table 99 shows only little variation by comparing the Source question to the translated question. The 
English translation differs by the subject "law firm" which is more specific than "company". The 
subject "Berater" is translated as "Fachpersonal". "Berater" is synonymous for "Fachmann" for male 
and/or "Fachfrau" for female (Wermke et al., 2006, p. 190). The subject "Personal" is neutral in the 
context and contains both male and female.
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Table 100: Development of Issue 9
The form letters and the information material 
should be clearly and understandably formulated.
Die Schriftsatze und das Informationsmaterial der 
Kanzlei sollten klar und verstandlich formuliert sein.
Form letters and information material should be 
formulated clearly and understandable.
Standardbriefe und Informationsmaterial sollten klar 
und verstandlich formuliert sein.
letters and information material 
should be formulated-clearly and understandably
formulated.
Informationsmaterial der Kanzlei sollten klar und 
verstandlich formuliert sein.
• 9
The form letters and the information material 
should be clearly and understandably formulated.
Die Schriftsatze und das Informationsmaterial der 
Kanzlei sollten klar und verstandlich formuliert sein.
Source: Author
Table 100 shows that the translated question only slightly differs from the Source by leaving out the 
article "the" and by positioning the verb "formulated" at the end of the question. The statement of 
both versions is the same. The substantive "Schriftsatz" is translated as "document" (Pons dictionary, 
2005, p. 640) and the substantive "Serienbrief" is translated as "form letter" (Pons dictionary, 2005, 
p. 341). The substantive "Schriftsatz" goes further and includes "Serienbrief".
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Table 101: Development of Issue 10
It is important that agreed upon promises are kept; 
for example punctuality.
Es ist wichtig, dass Zusagen, Insbesondere 
Terminzusagen, immer eingehalten werden.
It is important that arrangements agreed upon are 
kept, especially concerning punctuality.
Die Einhaltung von Vereinbarungen, insbesondere im 
Hinblick auf Punktlichkeit, ist wichtig.
It is important thataf
promises are kept: es 
punctuality.
ents-agreed upon
example
Die Einhaltung von-VeretnbarungenEs 1st wichtig. d; 
Zusagen. insbesondere im-Hinbilek auf Punktlichkc 
ist— wichtigTerminzusagen, immer eingehalt
It is important that agreed upon promises are kept; 
for example punctuality.
Es ist wichtig, dass Zusagen, insbesondere 
Terminzusagen, immer eingehalten werden.
____
Source: Author
Table 101 shows that the Source and Translation 2 differ by the grammatical sentence structure. The 
testimony of both versions is the same. "Promise" is a synonym for "arrangement" (Oxford Dictionary 
of synonyms and antonyms, 2007, p 343). The substantive "Zusage" is translated with "promise" 
(Pons dictionary, 2005, p. 848) and the substantive "Vereinbarung" is translated with "agreement" 
(Pons dictionary, 2005, p. 760). An commitment that is met is the promise that is kept equal. 
Drosdowski et al. (1991) says that "Termin'' is a stipulated point in time. "Punktlichkeit", which is 
translated with punctuality (Pons dictionary, 2005, p. 578) also corresponds to a stipulated point in 
time (Wermke et al., 2007, p. 690), therefore both versions have the same meaning. Translation 1 is 
more concrete.
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Table 102: Development of Issue 11
The expectations of the customer should be fulfilled 
by adhering to agreements.
Die Erwartungen der Mandanten sollte durch die 
Einhaltung von Vereinbarungen erfullt werden.
The customer's expectations should be fulfilled by 
adhering to agreements.
Erwartungen des Kunden mussen durch Einhaltung 
von Vereinbarungen erfullt werden.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The customep's-expectations of the customer should 
be fulfilled by adhering to agreements.
Die Erwartungen des Kunden miissender Mandanten 
sollte durch die Einhaltung von Vereinbarungen 
erfullt werden.
■ ■ ■ ■ ■ ■ I 1 iBTIIEtif
V V
The expectations of the customer should be fulfilled 
by adhering to agreements.
Die Erwartungen der Mandanten sollte durch die 
Einhaltung von Vereinbarungen erfullt werden.
Source: Author
Table 102 shows that the Source and Translation 2 only differ by the grammatical sentence structure. 
The statement of both versions is the same. "Mandant" is the technical term for "Kunde" in the area 
of the law firms. "Kunde" is synonymous to "Mandant" (Wermke et al., 2007, p 601). "Sollen" and 
"miissen" are kindred, they are both synonyms for "auferlegt sein, gehalten sein, obliegen" (Wermke 
et al., 2007, p 627, p 801), while the usage of "mussen" is more arrogating.
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Table 103: Development of Issue 12
In order to assure the authenticity of services it is 
necessary to provide an error free service in 
receiving, processing and reporting of client's 
information.
Um eine korrekte Dienstleistung zu gewahrleisten ist 
eine fehlerfreie Annahme, Verarbeitung und 
Ubermittlung der Mandanteninformationen 
erforderlich.
In order to assure an authentic service performance, 
the receipt, the processing and the evaluation of 
client information must be conducted error-free.
Fur die Gewahrleistung einer authentischen Leistung 
mussen Empfang, Verarbeitung und Auswertung von 
Kundeninformationen einwandfrei durchgefuhrt 
werden.
In order to assure the authenticity of services it is 
necessary to provide an error freean authentic 
service in receiving, performanee; the receipt; tho 
processing and reportingthe evaluation of client's
fiuf-dre Gewahrlei- 
rou&serv Empfang 
Kundeninformationen-
mg -uno-Ausweftung-ven 
einwandfrei— -durehgofuiTf-c
T T c r v t v n r r
Um eine korrekte Dienstleistung zu gewahrleisten ist 
eine fehlerfreie Annahme, Verarbeitung und
In order to assure the authenticity of services it is 
necessary to provide an error free service in 
receiving, processing and reporting of client's 
information.
Um eine korrekte Dienstleistung zu gewahrleisten ist 
eine fehlerfreie Annahme, Verarbeitung und 
Ubermittlung der Mandanteninformationen 
erforderlich.
Source: Author
Table 103 shows the Source uses the verb "reporting" while Translation 2 says "evaluation". "Report" 
is a synonym for "evaluation" (Oxford Dictionary of synonyms and antonyms, 2007, p. 369) In 
Translation 3 the substantive "Empfang" is used instead of "Annahme". Both words can be used 
synonymously (Wermke et al., 2007, p 87). In the Translation 3, "Auswertung" is used instead of 
"Ubermittlung". "Auswertung" (evaluation) and "Verarbeitung", which is translated with "processing" 
(Pons dictionary, 2005, p. 755), underline kindred actions, while "Ubermittlung", which is translated 
with "conveyance" (Pons dictionary, 2005, p. 723), points to another important action and therefore 
was used in the final German version.
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Table 104: Development of Issue 13
It is necessary that the staff always has up-to-date 
information about the mandate of the clients.
Die Mitarbeiter mussen bezuglich des Mandats 
immer auf dem aktuellen Stand sein.
( e f t  U im tiM
It is necessary that the staff is always up-to-date 
referring to the mandates of its clients.
Das Personal muss im Hinblick auf die Mandate der 
Klienten stets auf dem aktuellen Stand sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is necessary that the staff always : - up-to-date
information aboutrefewng-te the
Das Personal muss-lm Hinblick auf die-Mandate dor 
Klienten stetsDie Mitarbeiter mussen bezuglich des
of fte-cllents. Mandats immer auf dem aktuellen Stand sein.
■ ■ ■ ■ ■
v
■ ■ ■ ■ ■
It is necessary that the staff always has up-to-date 
information about the mandate of the clients.
Die Mitarbeiter mussen bezuglich des Mandats 
immer auf dem aktuellen Stand sein.
Source: Author
Table 104 shows that the Source and Translation 2 only differ by the grammatical sentence structure. 
The statement of both versions is the same. "Mitarbeiter" and "Personal" can be used synonymously 
(Wermke et al., 2007, p. 667) "Immer" and "stets" have the same meaning (Wermke et al., 2007, p 
507). Both German versions have the same meaning.
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Table 105: Development of Issue 14
It is not necessary that technical literature is 
controlled for its actuality.
Eine Uberprufung der Literatur auf ihre Aktualitat ist 
nicht notwendig.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary that technical literature is 
checked for actuality.
Fachliteratur muss nicht auf AktualitSt Uberpriift 
werden.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is not necessary that technical literature is
control! edehec-ked for its actualitv. Literatur auf ihre AktualitSt dbefpruft -werdenist nichtnotwendig.
V
It is not necessary that technical literature is 
controlled for its actuality.
Eine Uberprufung der Literatur auf ihre Aktuaiitat ist 
nicht notwendig.
Source: Author
Table 105 shows "to control" translated by "to check". Both words can be used synonymously 
(Hawker and Waite, 2007, p 157). The use of "muss" has the same meaning as "ist notwendig", which 
can be proved by translating both words. The term "muss" is translated by "must" (Pons dictionary, 
2005, p. 521). The term "ist notwendig" is translated by "is necessary" (Pons dictionary, 2005, p. 
541). Both words have the same meaning in the context of the question.
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Table 106: Development of Issue 15
It is not necessary that the law firm possesses a 
great number of technical literature at its disposal.
Es ist nicht notwendig, dass die Kanzlei uber eine 
groGe Anzahl von Fachliteratur verfugt.
T - f p  iTriW it f f l1'
It is not necessary that the company has a great 
number of technical literature at its disposal.
Es ist nicht erforderlich, dass die Kanzlei uber ein 
umfangreiches Sortiment an Fachliteratur verfugt.
It is not necessary that the law firm 
possessescompany has a great number of technical
Es ist nicht e-rf-ofd^k-hnotwendifi, dass die Kanzlei
uber e+n—umfangreiches—Sortiment- aneine groGe
literature at its disposal. Anzahl von Fachliteratur verfugt.
■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ H
*
It is not necessary that the law firm possesses a 
great number of technical literature at its disposal.
Es ist nicht notwendig, dass die Kanzlei uber eine 
groGe Anzahl von Fachliteratur verfugt.
Source: Author
Table 106 shows the term "law firm", a technical term that is more specific than "company". 
"Erforderlich" is a synonym for "notwendig" (Wermke et al., 2007, p 333). "Umfangreich" is a (more 
significant) synonym for "groG" (Wermke et al., 2007, p 896). The substantive "Anzahl" describes 
"quite a lot" and/or "quite a number [of literature]" (Pons dictionary, 2005, p. 51), while "Sortiment" 
is translated with "the range [of literature]" (Pons dictionary, 2005, p. 666). In general linguistic usage 
the meaning is the same.
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Table 107: Development of Issue 16
It is not necessary that soft- and hardware are 
controlled for consistent updates.
Es ist nicht notwendig, Soft- und Hardware auf ihre 
Aktualitat hin zu prufen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary that soft- and hardware are 
checked for actuality.
Soft- und Hardware mussen nicht auf Aktualitat 
uberpruft werden.
h h h h h h m h h m h h h h
It is not necessary that soft- and hardware are
controlledchecked for actualitvconsitent updates.
Es ist nicht notwendip, Soft- und Hardware mussen 
nicht auf ihre Aktualitat uberpruft werdenhin zu 
prufen.
It is not necessary that soft- and hardware are 
controlled for consistent updates.
Es ist nicht notwendig, Soft- und Hardware auf ihre 
Aktualitat hin zu prufen.
Source: Author
Table 107 shows the synonymous use of "to control" translated by "to check". (Hawker and Waite, 
2007, p. 157). The use of "muss" has the same meaning than "ist notwendig" (Pons dictionary, 2005, 
p. 521, 541).
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Table 108: Development of Issue 17
It is not necessary to securely protect the soft- and 
hardware from access of third parties.
Es ist nicht notwendig, die Soft- und Hardware vor 
dem unerlaubten Zugriff Dritter zu schutzen.
It is not necessary to protect soft- and hardware 
from access by third parties.
Soft- und Hardware mussen nicht vor Zugriffen durch 
Dritte geschiitzt werden.
m m
It is not necessary to securely protect the soft- and 
hardware from access ofby third parties.
Es ist nicht notwendiR, die Soft- und Hardware 
werdeftdem unerlaubten ZuRriff Dritter zu schutzen.
v
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is not necessary to securely protect the soft- and 
hardware from access of third parties.
Es ist nicht notwendig, die Soft- und Hardware vor 
dem unerlaubten Zugriff Dritter zu schutzen.
Source: Author
Table 108 shows that the Source text is more concrete than Translation 2 by the use of the term 
"securely", but the statement of both versions is the same. "By" is followed commonly by the agent 
or causatice agency (Merriam-Webster's, 1984, p 122). This is the same occurrence as in the Source 
where "of" is used. The use of "muss" has the same meaning as "ist notwendig". Translation 1 and 
Translation 3 have the same meaning, however, whereas Translation 1 is more specific by adding the 
adjective "unerlaubt".
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Table 109: Development of Issue 18
It is not necessary for the law firm to have a good 
reputation. Ein guter Ruf der Kanzlei ist nicht erforderlich.
It is not essential for the company to have a good 
reputation.
Fur die Kanzlei ist es nicht von hoher Bedeutung, dass 
sie einen guten Ruf hat.
It is not necessary for the law firm to have a good 
reputation. Ein guter Ruf der Kanzlei ist nicht erforderlich.
Source: Author
Table 109 shows that the translation differs by using "essential" and "necessary", which are 
synonyms (Fergusson et al., 2004, p 207). The term "law firm" is more specific than "company". 
"Erforderlich sein" and "von grower Bedeutung sein" are not exactly the same, "erforderlich sein" 
underline the importance of a good reputation and was therefore chosen.
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Table 110: Development of Issue 19
It is not necessary to adapt the soft- and hardware 
to the needs of the organisation.
Eine Anpassung der Soft- und Hardware auf die 
Organisationsablaufe ist nicht notwendig.
■ ■ ■ ■ ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary to adapt soft- and hardware to 
the needs of the organisation.
Soft- und Hardware mussen nicht an die Bedurfnisse 
der Organisation angepasst werden.
■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary to adapt the soft- and hardware 
to the needs of the organisation.
Eine Anoassung der Soft- und Hardware • ■ :+«enauf 
die Organisationsablaufe ist nicht an die-Sedurfnisso 
der-Qrganisatien angepasst werdennotwendig.
■ ■ ■ ■ ■ ■ I
V V
H H H H H H !H H H H H H j
It is not necessary to adapt the soft- and hardware 
to the needs of the organisation.
Eine Anpassung der Soft- und Hardware auf die 
Organisationsablaufe ist nicht notwendig.
Source: Author
Table 110 shows that Translation 2 slightly differs from the Source question only by leaving out the 
article "the". Translation 1 and Translation 3 make the same statement. Translation 1 is more 
understandable, for it points to the applied work flow in the law firm.
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Table 111: Development of Issue 20
The staff should be academically educated and 
should have academic titles/degrees.
Die Mitarbeiter sollten eine Hochschulausbildung 
absolviert haben und akademische Titel fuhren.
■ ■ O H H H H H H
Staff should be academically educated and have 
academic titles/degrees.
Das Personal sollte uber eine Hochschulausbildung 
und akademische Titel/Abschlusse verfugen.
n r ^
The staffSta# should be academically educated and 
should have academic titles/degrees.
Das-Personal sollte uberDie Mitarbeiter sollten eine
Hochschulausbildung absolviert haben und 
akademische Titel ki se verfi •••'« ul -en.
■■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ IH H | H H H H H
"Mitarbeiter" and "Personal" have the same 
meaning.
MHMHHI
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
The staff should be academically educated and 
should have academic titles/degrees.
Die Mitarbeiter sollten eine Hochschulausbildung 
absolviert haben und akademische Titel fuhren.
Source: Author
Table 111 shows that the translated question only slightly differs from the Source by leaving out the 
article "the" and the repetition of the verb "should". The message of the sentence is not affected by 
this. "Personal" and "Mitarbeiter" are both synonymous for "Beschaftigte, Betriebsangehorige" 
(Wermke et al., 2007, p. 617, 667) and hence are exchangeable. The terms "absolviert haben" and 
"fuhren" are more concrete and amplify the statement of the fact that the persons possess 
("verfugen uber") academic titles/degrees.
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Table 112: Development of Issue 21
It is not necessary that the staff has a lot of service 
specific know-how to perform the service provision 
successfully.
Die Mitarbeiter mussen nicht uber spezifisches 
Fachwissen verfugen, um eine Dienstleistung 
angemessen zu erbringen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary that the staff possesses a lot of 
service specific knowledge to perform the service 
successfully.
Es ist nicht erforderlich, dass das Personal 
umfangreiche Erfahrungen im Dienstleistungsbereich 
vorweisen kann, um die Serviceleistung erfolgreich 
durchfuhren zu konnen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is not necessary that th< 
of service specific know-h 
the service provision succ
e staff haspossesses a lot 
owknowledge to perform 
essfully.
vofweise-R--kanfv um- die~Serviceleistwg- -erfolgreieh 
durchfuhren zu konnen.
Die Mitarbeiter mussen nicht uber spezifisches
Fachwissen verfORen, um eine DienstleistunR
aneemessen zu erbripgen.
m m m m m ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
V V
It is not necessary that the staff has a lot of service 
specific know-how to perform the service provision 
successfully.
Es ist nicht erforderlich, dass das Personal 
umfangreiche Erfahrungen im Dienstleistungsbereich 
vorweisen kann, um die Serviceleistung erfolgreich 
durchfuhren zu kdnnen.
Source: Author
Table 112 differs by the verb "to have", which is translated with "possess". The verbs can be used 
synonymously (Hawker and Waite, 2007, p. 623). Further, "know-how" is translated with 
"knowledge", which is also a synonym (Hawker and Waite, 2007, p. 458). The term "provision" only 
amplifies "to perform the service". By leaving out the message, the sentence is not modified.
The German translation was rejected and replaced.
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Table 113: Development of Issue 22
It is not necessary that the staff is able to apply the 
theoretical education and know-how to practical 
real cases.
Die Fahigkeit der Mitarbeiter das erlernte 
theoretische Wissen in die Praxis umsetzen zu 
kdnnen ist nicht notwendig.
It is not required that staff is able to put theoretical 
knowledge into practice.
Das Personal muss in der Theorie erworbenes 
Fachwissen nicht in der Praxis umsetzen kdnnen.
Dos Personal-mussDie Fahigkeit der Mitarbeiter daslit is not necessarvreQmreq tnai ine siair is aoie 10
apply theeot theoretical education and know-how  
to practical real casesknowiedgeinteopaetic-e.
erlernte theoretische Wissen in def— Theorie 
erworbenes—Fachwissen—nicht—in—derdie Praxis 
umsetzen zu kdnnen st nicht noiw : k  .
■ ■ ■ ■ ■ ■ s ■ m t  i
It is not necessary that the staff is able to apply the 
theoretical education and know-how to practical 
real cases.
Die Fahigkeit der Mitarbeiter das erlernte 
theoretische Wissen in die Praxis umsetzen zu 
kdnnen ist nicht notwendig.
Source: Author
Table 113 shows synonymous translations for "required", which is translated with "necessary" 
(Fergusson et al., 2004, p. 496), "to apply", which is translated with "to put into practice" (Fergusson 
et al., 2004, p. 26), "education", which is translated with "knowledge", (Hawker and Waite, 2004, p 
191) and "knowledge" which is translated with "know-how" (Hawker and Waite, 2007, p. 459). The 
term "practical real cases" only amplifies "practice", it makes the sentence more concrete, but the 
message of the sentence is not modified. The terms "Personal" and "Mitarbeiter" are both 
synonymous for "Beschaftigte, Betriebsangehorige" (Wermke et al., 2007, p. 617, 667) and hence are 
exchangeable. "Erlernt" (infinitive "erlernen") and "erworben" (infinitive "erwerben") can be used 
synonymously (Wermke et al., 2007, p. 353). Translation 3 abridges the statement of Translation 1, 
but does not change the meaning of the Source.
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Table 114: Development of Issue 23
It is not necessary that internal communication is 
cross-departmental.
Es ist nicht erforderlich, dass die interne 
Kommunikation abteilungsubergreifend stattflndet.
It is not necessary that internal communication
Es ist nicht erforderlich. ttoss dieSine funktionierende 
interne abteilungsubergreifende Kommunikation 
BotcflunGCubsrGffirffifld  stattflndetist nicht
It is not necessary that internal communication 
works across departments.
Eine funktionierende interne
abteilungsubergreifende Kommunikation ist nicht 
notwendig.
Source: Author
Table 114 shows variations between "to work across department" and "cross-departmental". Both 
have the same meaning. Translation 1 and 3 have the same meaning, whereas Translation 1 is a little 
bit more concrete by using the word "funktionierende", which, however, can be left out without 
changing the message of the sentence. "Erforderlich" is a synonym for "notwendig" (Wermke et al., 
2007, p 333).
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Table 115: Development of Issue 24
The staff should give the clients the impression that 
it is willing to provide a service in a timely manner.
Die Mitarbeiter sollten dem Mandanten das Gefiihl 
vermitteln, dass die Bereitschaft eine angemessene 
Leistung zu erbringen vorhanden ist.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
The staff should convince the client of its willingness 
to perform services in a timely manner.
Das Personal muss den Klienten den Eindruck 
vermitteln, dass es gewillt ist, eine Leistung innerhalb 
eines angemessenen Zeitraums erbringen zu wollen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The staff should give the clients the impression that Mitarbeiter sollten dem Mandanten das Gefuhl
it is willingc-onvinee the client-of its-wlllingness to vermitteln, dass es gewillt ist,die Bereitschaft eine
provide a service perform services in a timelv 
manner.
angemessene Leistung innerhalb-------eines
angemossenen---- Zeitraums---- zu erbringen eu
weWenvorhanden ist.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ [fISHHBgy
V V
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The staff should give the clients the impression that 
it is willing to provide a service in a timely manner.
Das Personal muss den Klienten den Eindruck 
vermitteln, dass es gewillt ist, eine Leistung innerhalb 
eines angemessenen Zeitraums erbringen zu wollen.
Source: Author
Table 115 shows that the Source and Translation 2 make the same statement. The translation is more 
arrogating. "Provide" and "perform" are kindred, "perform" emphases the active process of work by 
the staff.
The German translation was rejected and replaced.
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Table 116: Development of Issue 25
The staff should always be friendly towards the 
clients and act respectfully.
Die Mitarbeiter sollten dem Mandanten stets 
freundlich und respektvoll gegenQbertreten.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ 1
The staff should always be obliging and treat the 
client respectfully.
Das Personal muss den Klienten stets freundlich und 
respektvoll gegeniiber stehen.
The staff should jive the clients the impression that
sollten dem Mandanten stets freundlich und
manner. respektvoll gegenubor-st-ehengegenubertreten.
v
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The staff should always be friendly towards the 
clients and act respectfully.
Die Mitarbeiter sollten dem Mandanten stets 
freundlich und respektvoll gegenubertreten.
Source: Author
Table 116 shows that the Source and Translation 2 make the same statement. "Obliging" and 
"friendly" can be used synonymously (Hawker and Waite, 2007, p. 326)."Treat" can be used 
synonymously to "act towards" (Hawker and Waite, 2007, p. 843). "Mitarbeiter" and "Personal" can 
be used synonymously according to Wermke et al.(2007, p. 667). "Mandant" and "Klient" are 
synonyms (Wermke et al., 2007, p. 601). "Sollen" and "mussen" are kindred, they are both synonyms 
for "auferlegt sein, gehalten sein, obliegen" (Wermke et al., 2007, p. 627, 801), "mussen" is more 
arrogating.
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Table 117: Development of Issue 26
The processing time of the service provision should 
be adequate and in accordance with customer 
expectations.
Die Bearbeitungszeit sollte angemessen und im 
Einklang mit den Erwartungen der Mandanten 
stehen.
h h h h m h h k h MMMMMMMMMH
The processing time of the service provision should 
be adequate and in accordance with customer 
expectations.
Die Bearbeitungszeit sollte angemessen und im 
Einklang mit den Erwartungen der Mandanten 
stehen.
| ,m H I  H U  m  ■  M l  12
1MMMMH MMMMH9
* V
m m m h m m m m m h
The processing time of the service provision should 
be adequate and in accordance with customer 
expectations.
Die Bearbeitungszeit sollte angemessen und im 
Einklang mit den Erwartungen der Mandanten 
stehen.
Source: Author
Table 117 shows that both, the German and the English translation are the same.
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Table 118: Development of Issue 27
The advice of the law firm should take client needs 
into consideration.
Die Kanzlei sollte bei ihrer Arbeit die Bedurfnisse der 
Mandanten berucksichtigen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
Client needs should be taken into account during 
the consulting process.
Die Bedurfnisse des Klienten sollten in die Beratung 
durch die Kanzlei mit einfliefcen.
The advice of the law firm Client needs-should take Die Kanzlei sollte bei ihrer Arbeit die Bedurfnisse des
client needs be-taken-into considerationaccount
■ ■ ■ ■ ■ ■
The advice of the law firm should take client needs 
into consideration.
Die Kanzlei sollte bei ihrer Arbeit die Bedurfnisse der 
Mandanten berucksichtigen.
Source: Author
Table 118 shows the usage of the substantive "consult", which also means "advice" (Merriam- 
Webster's, 1984, p. 182). "Account" is synonymous for "consider" (Hawker and Waite, 2007, p. 10). 
"Mandant" and "Klient" are synonyms (Wermke et al., 2007, p 601). "Beratung", which is transalted 
with "advice" (Pons dictionary, 2005, p. 118) has in this case the same meaning as "Arbeit", which is 
translated with "work" (Pons dictionary, 2005, p. 53). The substantive "Beratung" is more specific in 
the context of this study. The usage of the verb "berucksichtigen", which is translated with "to take 
something into consideration [or account]" (Pons dictionary, 2005, p. 120) is more arrogating than 
"[sollten mit] einflieGen", which is translated with "[should be] pour in[to something]" (Pons 
dictionary, 2005, p. 215).
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Table 119: Development of Issue 28
The responsiveness to changing customer 
requirements should be adequate.
Die Kanzlei sollte sich gegenuber abweichenden 
Anforderungen des Mandanten als anpassungsfahig 
erweisen.
The responsiveness to changing customer 
requirements should be adequate.
Die Kanzlei sollte sich gegenuber abweichenden 
Anforderungen des Mandanten als anpassungsfahig 
erweisen.
■bhhhhh^i■■■■■■
V V
mmmmmmmammxi
The responsiveness to changing customer 
requirements should be adequate.
Die Kanzlei sollte sich gegenuber abweichenden 
Anforderungen des Mandanten als anpassungsfahig 
erweisen.
Source: Author
Table 119 shows that both, the German and the English translation, are the same.
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Table 120: Development of Issue 29
The client should consider the staff to be 
trustworthy. Der Kunde sollte den Mitarbeitern vertrauen kdnnen.
n m j
The client should consider the staff to be 
trustworthy.
Der Klient soil den Eindruck erhalten, dass er dem 
Personal vertrauen kann.
r- *  ou js an 1 I
Der Ktient-sollKunde sollte den Eindruek -erhaltenT
Vertrauen konnen.
'
The client should consider the staff to be 
trustworthy. Der Kunde sollte den Mitarbeitern vertrauen konnen.
Source: Author
Table 120 shows the usage of the substantive "Klient" instead of "Kunde", which are synonyms 
(Wermke et al., 2007, p. 541). "Mitarbeiter" and "Personal" can be used synonymously (according to 
Wermke et al., 2007, p. 667). Translation 3 is formulated in much more detail, but Translation 1 is 
more arrogating. The client should not only consider the staff to be trustworthy, the staff should be 
trustworthy. The English translation is the same.
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Table 121: Development of Issue 30
It is not necessary that the staff is obliging towards 
the clients.
Es ist nicht notwendig, dass die Mitarbeiter dem 
Mandanten gegenuber zuvorkommend sind.
[ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not required that the staff is obliging towards 
the clients.
Es ist nicht erforderlich, dass das Personal den 
Klienten gegenuber zuvorkommend agiert.
■ ■
It is not necessaryreqwred that the staff is obliging 
towards the clients.
Es ist nicht eFfordediefrnotwendiF, dass dos Personal 
den— Klientendie Mitarbeiter dem Mandanten
gegenuber zuvorkommend efts: . :
v
|
It is not necessary that the staff is obliging towards 
the clients.
Es ist nicht notwendig, dass die Mitarbeiter dem 
Mandanten gegenuber zuvorkommend sind.
Source: Author
Table 121 shows the use of the verb "required", which is synonymous to "necessary" (Fergusson et 
al., 2004, p. 496). "Mitarbeiter" and "Personal" can be used synonymously (according to Wermke et 
al., 2007, p. 667). "Erforderlich" is a synonym for "notwendig" (Wermke et al., 2007, p. 333). 
"Mandant" and "Klient" are synonyms (Wermke et al., 2007, p. 601). The verb "agiert" is translated 
with "act" (Pons dictionary, 2005, p. 24.), which has the same meaning as "sind", which is translated 
with "to be" and which has the same meaning in the context of the question.
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Table 122: Development of Issue 31
Considering the individuality of cases it is not 
necessary that the staff treats every customer as 
friendly and polite as possible.
Hinsichtlich der Individualist der Falle ist es 
notwendig, dass die Mitarbeiter jeden Mandanten 
mit Einfuhlungsvermdgen stets so freundlich und 
hoflich wie mdglich behandeln.
T a i l o r * *  jAfttktf (crt ***& »*)
With respect to the individuality of any case, it is not 
necessary that the staff treats every customer as 
friendly as possible.
Da jeder Fall individuell ist, ist es nicht erforderlich, 
dass das Personal jeden Kunden so freundlich wie 
mdglich behandelt.
ConsideringWitH-respect to the individuality of
Da— joder— Fall-—individuell— istjHinsichtlich der
Individualist der FSIIe ist es nieht
casesanv-case, it is not necessary that the staff 
treats every customer as friendly and polite as 
possible.
orforderliehnotwendig. dass das— Personaldie 
Mitarbeiter ieden KundenMandanten mit 
Einfuhlungsvermdgen stets so freundlich und hoflich
wie mdglich i -ha :>i behandeln.SSi WHKSBK
<
■ ■ ■ ■ ■ ■ ■ ■ I
Considering the individuality of cases it is not 
necessary that the staff treats every customer as 
friendly and polite as possible.
Hinsichtlich der Individualist der Falle ist es 
notwendig, dass die Mitarbeiter jeden Mandanten 
mit Einfuhlungsvermdgen stets so freundlich und 
hoflich wie mdglich behandeln.
Source: Author
Table 122 shows the different usage of the word "considering" and "with respect to", but "to 
respect" can be used synonymously to "show consideration for" (Hawker and Waite, 2007, p. 691). 
By adding "and polite" the Source is more detailed. Translation 1 is formulated in much more detail 
than Translation 3. Translation 1 makes a positive statement, whereas the Translation 3 makes a 
negative statement. "Mitarbeiter" and "Personal" can be used synonymously according to Wermke 
et al., 2007, p. 667). "Mandant" is the technical term for "Kunde" in the area of law firms. "Kunde" is 
synonymous to "Mandant" (Wermke et al., 2007, p. 601).
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Table 123: Development of Issue 32
It is not necessary that the staff is able to 
communicate its competence to the client.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
zu vermitteln ist nicht notwendig.
It is not necessary that the staff is able to convince 
the client of its competence.
Das Personal muss nicht dazu in der Lage sein, dem 
Klienten seine Kompetenz zu vermitteln.
It is not necessary that the staff is able to
communicate convince the client of its competence
to the client
in der Lage seii 
Klienten seineDie Fahigkeit. die eigene Kompetenz 
dem Mandanten zu vermitteln ist nicht notwendig.
It is not necessary that the staff is able to 
communicate its competence to the client.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
zu vermitteln ist nicht notwendig.
Source: Author
Table 123 shows that in this issue both versions make the same statement, Translation 2 is more 
arrogating. "Mandant" and "Klient" are synonyms (Wermke et al., 2007, p. 601). In the German 
statement both versions have the same meaning, "Fahigkeit" makes a more positive impression than 
"in der Lage sein". The verb "fahig" refers to the noun "Fahigkeit", which is used in Translation 1 and 
is synonymous for "in der Lage" (Wermke at al., 2007, p. 362).
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Table 124: Development of Issue 33
It is not necessary that the law firm has a list of 
customer references.
Es ist nicht notwendig, dass die Kanzlei uber 
Mandanten-Referenzenlisten verfugt.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ h h h m h h h  1
It is not necessary that the company has a list of 
customer references.
Es ist nicht erforderlich, dass die Kanzlei eine 
Kundenreferenzliste vorweisen kann.
It is not necessary that the law firmeomoanv has a 
list of customer references.
Es ist nicht eff&fd-efttehnotwendiR. dass die Kanzlei
Mandanten-Referenzenlisten verfugt.
■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ b h h h h h
V V
It is not necessary that the law firm has a list of 
customer references.
Es ist nicht notwendig, dass die Kanzlei uber 
Mandanten-Referenzenlisten verfugt.
Source: Author
In Table 124, the term "law firm" is more specific than "company". "Erforderlich" is a synonym for 
"notwendig" (Wermke et al., 2007, p 333). "Verfiigen uber" can be used synonymously to 
"vorzuweisen haben" (Wermke et al., 2007, 967). "Mandant" is the technical term for "Kunde" in the 
area of the law firms. "Kunde" is synonymous to "Mandant" (Wermke et al., 2007, p 601).
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Table 125: Development of Issue 34
It is not necessary that the law firm has a list of case 
references.
Es ist nicht notwendig, dass die Kanzlei uber eine 
Referenzliste bereits erledigter FSIIe verfiigt.
It is not necessary that the company has a list of 
case references.
Es ist nicht erforderlich, dass die Kanzlei Fall- 
Referenzen vorweisen kann.
It is not necessary that the law firmeompany has a 
list of case references.
Es ist nicht effr^eriichnotwe dig, dass die Kanzlei
FoU-Refofenzefv vorwoiGon• kannuber eine
■§■■■■ ■■■■■■
V *11  i  m  ■■m ■ ■  i
It is not necessary that the law firm has a list of case 
references.
Es ist nicht notwendig, dass die Kanzlei uber eine 
Referenzliste bereits erledigter Falle verfiigt.
Source: Author
Table 125 shows the term "law firm" that is more specific than "company". "Erforderlich" is a 
synonym for "notwendig" (Wermke et al., 2007, p 333). "Verfugen uber" can be used synonymously 
with to "vorzuweisen haben" (Wermke et al., 2007, 967). "Referenzliste erledigter Falle", which is 
translated with "references [of] done cases" (Pons dictionary, 2005, p. 250, 263, 592), is more 
specific than "Referenzen".
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Table 126: Development of Issue 35
It is not necessary that the staff treats every case 
individually concerning its specific needs.
Es ist nicht notwendig, dass die Mitarbeiter jeden Fall 
individuell nach den spezifischen Anforderungen 
behandeln.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary that the staff treats every case 
individually and according to its specific needs.
Es ist nicht erforderlich, dass das Personal jeden Fall 
individuell und den Bedurfnissen entsprechend 
behandelt.
j .... ri ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is not necessary that the staff treats every case 
individually concerning and-according to its specific 
needs.
Es ist nicht erfordeflichnotwend i dass da5 
Persooaidie Mitarbeiter ieden Fall individuell
tmdnach den Sedurfaissen------entsprochend
bahandeltspezlfischen Anforderungen behandeln.
V V
It is not necessary that the staff treats every case 
individually concerning its specific needs.
Es ist nicht notwendig, dass die Mitarbeiter jeden Fall 
individuell nach den spezifischen Anforderungen 
behandeln.
Source: Author
Table 126 shows the use of the words "according to", the meaning of which is comparable to 
"concerning", and in the context of this issue both versions make the same statement. The 
substantive "Anforderung", which is translated with "request" (Pons dictionary, 2005, p. 36) has a 
compareable meaning than "Bedurfnis", which is translated by "need" (Pons dictionary, 2005, p. 
102). In this statement both versions make the same statement, "Bedurfnis" is formulated more 
personal. The term "spezifisch" amplifies the term "Anforderungen". "Erforderlich" is a synonym for 
"notwendig" (Wermke et al., 2007, p. 333). "Mitarbeiter" and "Personal" can be used synonymously 
according to Wermke et al., 2007, p. 667).
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Table 127: Development of Issue 36
It is not necessary that the law firm has a valid ISO 
certification.
Es ist nicht notwendig, dass die Kanzlei Ober ein 
gultiges ISO-Zertifikat verfugt.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary that the company has a valid ISO 
certification.
Es Ist nicht erforderlich, dass die Kanzlei eine gultige 
ISO-Zertifizierung vorweisen kann.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I1
It is not necessary that the law firmcomsanv has a 
valid ISO certification.
Es ist nicht erterderlk-hnotwendig. dass die Kanzlei
eine—gultigeuber ein gultiges ISO-Zertifizierung 
ve weisen-kzrnnZe rt if ika t verfugt.
■ ■ ■ ■ ■ ■ H H H i
< v
It is not necessary that the law firm has a valid ISO 
certification.
Es ist nicht notwendig, dass die Kanzlei fiber ein 
gultiges ISO-Zertifikat verfugt.
Source: Author
Table 127 shows the term "law firm" that is more specific than "company". "Erforderlich" is a 
synonym for "notwendig" (Wermke et al., 2007, p. 333). "Verfugen uber" can be used synonymously 
for "vorzuweisen haben" (Wermke et al., 2007, p. 967)
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Table 128: Development of Issue 37
It is not necessary that each client has at least one 
staff member as contact person.
Es ist nicht erforderlich, dass jeder Mandant 
mindestens elnen persdnlichen Ansprechpartner hat.
It is not necessary that each client has at least one 
contact person within the staff.
Es ist nicht erforderlich, dass jeder Klient wenigstens 
einen Ansprechpartner innerhalb des Personals hat.
It is not necessary that each client has at least one
staff member as contact person within the staff.
Es ist nicht erforderlich, dass jeder Klient 
wenigstensMandant mindestens einen persdnlichen 
Ansprechpartner innerhalb des Personals hat.
■ ■ ■ ■ ■ ■
*
It is not necessary that each client has at least one 
staff member as contact person.
Es ist nicht erforderlich, dass jeder Mandant 
mindestens einen persdnlichen Ansprechpartner hat.
Source: Author
Table 128 shows that the Source and Translation 2 only differ by the syntax. "Mandant" and "Klient" 
are synonyms (Wermke et al., 2007, p 601). "Wenigstens" and "mindestens" are synonyms (Wermke 
et al., 2007, p 1046). Translation 1 and 3 in the same way only differ by the syntax.
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Table 129: Development of Issue 38
It can be expected that the staff treats each client 
individually.
Es kann erwartet werden, dass die Mitarbeiter jeden 
Mandanten unter Berticksichtigung seiner 
individuellen Bedurfnisse behandeln.
Each client and his specific needs should be cared 
for individually.
Das Personal sollte jeden Klienten individuell 
behandeln und dessen besondere Bedurfnisse 
beriicksichtigen.
It can be expected that-bv the company staff treats
each?
Each client and his-specifie needs should be eared 
fof-individually.
Das Persenal-seHteEs kann erwartet werden. dass die
Mitarbeiter jeden KHc )ehondelft-fcmd 
»n unter Berucksichtigune
seiner individuellen Bedurfnisse
It can be expected that the staff treats each client 
individually.
Es kann erwartet werden, dass die Mitarbeiter jeden 
Mandanten unter Berticksichtigung seiner 
individuellen BedOrfnisse behandeln.
Source: Author
Table 129 shows that the phrasing of the Source is more arrogating and more detailed. "Specific" is 
another term for "individual" (Merriam-Webster's, 1984, p. 761). "Care" and "consideration" can be 
used synonymously (Oxford Dictionary of synonyms and antonyms, 2007, p. 63). The phrasing of 
Translation 1 is more arrogating and more detailed than Translation 3. Mitarbeiter" and "Personal" 
can be used synonymously according to Wermke et al., 2007, p. 667). "Mandant" and "Klient" are 
synonyms (Wermke et al., 2007, p 601). "Besonders" and "individuell" can be used synonymously 
(Wermke et al., 2007, p. 201). The statement of both versions is the same.
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Table 130: Development of Issue 39
It can be expected that the law firm will give each 
client a distinct attention.
Es kann erwartet werden, dass die Kanzlei jedem 
Mandanten besondere Aufmerksamkeit schenkt.
Source: Author
Table 130 shows that "particular" was replaced by "distinct", and both words can be used as 
synonyms (Oxford Dictionary of synonyms and antonyms, 2007, p. 312). The phrasing of the Source is 
more arrogating. "Mandant" and "Klient" are synonyms (Wermke et al., 2007, p 601). The phrasing of 
the Translation 1 is more arrogating. The statement of both versions is the same.
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Table 131: Development of Issue 40
Die Kanzlei sollte mandantenfreundliche 
Offnungszeiten haben.
The company should offer client-friendly business 
hours.
Die Kanzlei sollte kundenfreundliche Geschaftszeiten 
anbieten.■■■■■■■■■■■I ■■■■■■■■■■■■■■I
The law firmcomponv should offer client-friendlv
office business hours.
Die Kanzlei sollte kundenfreundliche gesehaftszefcen 
anbietenmandantenfreundliche Offnungszeiten
haben.
( Vir^iiwyiWNi :
The law firm should offer client-friendly office
hours.
Die Kanzlei sollte mandantenfreundlicheiirr ... . .Offnungszeiten haben.
Source: Author
Table 131 shows that the term "law firm" is more specific than "company". "Office" is the "place of 
business" according to Hawker and Waite (2007, p. 564). It can be derivated therefrom that 
"business hours" is another term for "office hours". "Mandant" is the technical term for "Kunde" in 
the area of law firms. "Kunde" is synonymous to "Mandant" (Wermke et al., 2007, p 601). These 
nouns arise here in the adjectives "mandantenfreundlich" and "kundenfreundlich". "Offnungszeiten" 
and "Geschaftszeiten" are commonly understood to be the same.
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Table 132: Development of Issue 41
It could be expected that the The-staff should know 
aboutbe-awofe-el the dient’selient's needs.
Pas Personal sollteEs kann erwartet werden. dass die 
Mitarbeiter die persdnlichen Bediirfnisse seines 
Kundender Mandanten kennen.
It could be expected that the staff should know 
about the client's needs.
Es kann erwartet werden, dass die Mitarbeiter die 
persdnlichen Bediirfnisse der Mandanten kennen.
Source: Author
In Table 132, the phrasing of the Source is more arrogating. "Know" and "to be aware" can be used 
synonymously (Oxford Dictionary of synonyms and antonyms, 2007, p. 245). The phrasing of 
Translation 1 is more arrogating and more detailed than Translation 3. Mitarbeiter" and "Personal" 
can be used synonymously according to Wermke et al., 2007, p. 667). "Mandant" is the technical 
term for "Kunde" in the area of law firms. "Kunde" is synonymous to "Mandant" (Wermke et al., 
2007, p. 601). Both statements have the same meaning.
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Table 133: Development of Issue 42
The law firm should offer appointments outside 
business hours.
Die Kanzlei sollte Termine aufterhalb der Biirozeiten 
anbieten.
The company should also offer the possibility of 
appointments outside business hours.
Die Kanzlei sollte die Moglichkeit anbieten, Termine 
au&erhalb der Geschaftszeiten stattfmden zu lassen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ H I
The law firm should offerthe—possibility—ef Die Kanzlei sollte die ■ Moglichkeit anbieterv,- Termine
appointments outside business hours. aufcerhalb der Geschoftszeiten— steti-fmdeo—ze tesseeBurozeiten anbieten.
' fiH H H H H H  9BH H H H E;
< V
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
The law firm should offer appointments outside 
business hours.
Die Kanzlei sollte Termine auBerhalb der Biirozeiten 
anbieten. .1
Source: Author
Table 133 shows a more detailed Translation 2 than the Source. The statement of both versions is the 
same. Translation 3 is more detailed than Translation 1. The statement of both versions is the same. 
"Biirozeiten" and "Geschaftszeiten" are commonly understood to be the same.
296
Table 134: Development of Issue 43
It is not necessary that each member of the staff is 
trained adequately in communicative skills.
Die Fahigkeit der Mitarbeiter, angemessen zu 
kommunizieren, ist nicht notwendig.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is not necessary that each member of the staff is 
trained in communicative skills.
Es ist nicht erforderlich, dass die 
Kommunikationsfahigkeiten eines jeden Mitarbeiters 
entsprechend gefdrdert werden.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is not necessary that each member of the staff is 
trained adequately In communicative skills.
Kommunikationsfohigkeiton eines jeden Mitarbeiters 
ent-spfeehend gefordcrt werden.
Die Fahigkeit der Mitarbeiter, angemessen zu
kommunizieren, ist nicht notwendig.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
V V
I J  '  . I
It is not necessary that each member of the staff is 
trained adequately in communicative skills.
Es ist nicht erforderlich, dass die 
Kommunikationsfahigkeiten eines jeden Mitarbeiters 
entsprechend gefdrdert werden.
Source: Author
Table 134 shows that the Source is a little bit more specific by adding the term "adequately". 
Translation 1 and Translation 3 have a different phrasing, but they make the same statement. 
"Erforderlich" is a synonym for "notwendig" (Wermke et al., 2007, p. 333). Translation 3 is more 
detailed.
The German translation was rejected and replaced.
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Table 135: Development of Issue 44
The law firm should not offer different kinds of 
comware like phone, fax, email, etc. for contact 
purposes.
Es 1st nicht erforderlich, dass die Kanzlei zur 
Kontaktaufnahme Kommunikationsmoglichkeiten wie 
Telefon, Fax, email, usw. anbietet.
| i r inslittiini f c flUo bqfth {<
It is not required that the company offers different 
kinds of communication channels (phone, fax, email 
etc.) for contact purposes.
Es ist nicht erforderlich, dass die Kanzlei 
unterschiedliche Kommunikationswege (Telefon, Fax, 
E-Mail, usw.) zur Kontaktaufnahme anbietet.
| o m m \m  sour* w im
The law firm should tt-fs-not offer required that the 
comoanv offers different kinds of comware like 
communication chaneeMphone, fax, email,. etc?} 
for contact purposes.
Es ist nicht erforderlich, dass die Kanzlei
unters6hted>r€heKemmunikotionswege-{Telefen,--Fax,- 
i-Mail?-----— uw.v)-------- zur Kontaktaufnahme
Kommunikationsmoglichkeiten wie Telefon, Fax,
email, usw. anbietet.
b h .......  ■ ....■ ■ ■ I
The law firm should not offer different kinds of 
comware like phone, fax, email, etc. for contact 
purposes.
Es ist nicht erforderlich, dass die Kanzlei zur 
Kontaktaufnahme Kommunikationsmoglichkeiten wie 
Telefon, Fax, email, usw. anbietet.
Source: Author
Table 135 shows that the term "law firm" is more specific than "company". "The firm should" makes 
a more active impression than "it is required", in return "it is required" sounds more professional. 
"Comware" is a more modern and specific term for "communication channels". In my opinion, 
Translation 3 reflects the statement of the Source correctly by adding the word "unterschiedliche" in 
contrast to Translation 1. "Kommunikationsmoglichkeiten". which is translated by " ( .J possiblies" 
(Pons dictionary, 2005, p.515) and "Kommunikationswege". which is translated by "(...)wavs" (Pons 
dictionary, 2005, p. 810) make the same statement in this issue.
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Table 136: Development of Issue 45
Issue 45
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
The law firm should offer appointments outside 
business premises.
Die Kanzlei sollte Termine auGerhalb der 
Geschaftsraume anbieten.
| Translation 3*OlrmabInto EfcS(uh [cert. tractor)
The company should also offer the possibility of off> 
site appointments.
Die Kanzlei sollte die Moglichkeit anbieten, Termine 
auGerhalb der Geschaftsraume stattfinden zu lassen.
j Comparison f e N * *  Source T^ranslation 2 H H H H H H H IH H H H H H
The-company-should also offer the possibility of off- 
s+te-app ointm e nts.
The law firmcorapanv should a4se-offer
appointments outside business premises.
Die Kanzlei sollte die Moglichkeit anbieten; Termine 
auGerhalb der Geschaftsraume stattfinden— zu 
iasseaanbieten.
The law firm should offer appointments outside 
business premises.
Die Kanzlei sollte Termine auGerhalb der 
Geschaftsraume anbieten.
Source: Author
Table 136 shows that the source and Translation 2 have a different phrasing, but they make the same 
statement. The term "law firm" is more specific than "company". In the German version, 
Translation 3 is formulated in more detail than Translation 1. While "stattfinden (...) lassen" is 
translated with "to take place" (Pons dictionary, 2005, p. 678), the word "anbieten" means "[to] 
offer" (Pons dictionary, 2005, p. 33), which has the same meaning due to the fact that both offer 
appointments outside business premises.
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Table 137: Development of Issue 46
It can be expected that next to the required 
outcomes the law firm is willing to perform adjacent 
services.
Es kann erwartet werden, dass die Kanzlei bereit ist, 
neben den vereinbarten Leistungen Zusatzleitungen 
zu erbringen.
In addition to the required outcome, the company 
should express its willingness to perform 
supplemental services.
Die Kanzlei sollte den Eindruck vermitteln, dass sie, 
Uber das erwunschte Resultat hinaus, zusatzliche 
Leistungen erbringen mdchte.
an expected that next!n- addition to the
required outcomesoutcome; 
willingcompany should exp 
perform adiacentsupplemental services.
fi+eEs kann erwartet werden. dass die Kanzlei 
selltebereit ist, neben den Stodruck vermitteln, do so 
sie-,— uber— das— erwunschte— Resultat— hinaus, 
zusdtziichevereinbarten Leistungen Zusatzleitungen
zu erbringen-mochte.
It can be expected that next to the required 
outcomes the law firm is willing to perform adjacent
services.
Es kann erwartet werden, dass die Kanzlei bereit ist, 
neben den vereinbarten Leistungen Zusatzleitungen 
zu erbringen._______________________________
Source: Author
Table 137 shows that the phrasing of the Source is more arrogating. The terms "next to" and "in 
additon" can be understood to make the same statement in this issue. According to Merriam- 
Websters (1984), "addition implies union with something already existing as a whole or as a unit (...)" 
(Merriam-Websters, 1984, p. 19), "next to" means also "adjoining" (Fergusson et al., 2004, p. 389), so 
it can be derivated that both version mean the same. "Adjacent" and "supplemental" can also be 
understood to mean the same in this issue. According to Merriam-Webster (1984), "adjacent,(...) 
means being in close proximity" (Merriam-Webster, 1984 p. 20). "Supplement" also means 
"complement" according to Merriam-Webster (1984, p. 800), so it can be derivated that both 
versions mean the same. The term "law firm" is more specific than "company". In the German 
version, the phrasing of Translation 1 is more arrogating. "Vereinbart" is not quite the same as 
"erwiinscht". "Vereinbart" implies that there has been reached an agreement about the service 
which has to be performed by the staff. "Erwiinscht" only implies that there is a particular kind of 
service requested by the client. So Translation 1 is more arrogating and implicates a more reliable 
service for the client than Translation 2. Seen as a whole, both versions make the same statement.
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Appendix B. Semi-structured Interview German
Table 138: Semi-structured interview in German
Leitfaden zum halbstrukturierten Interview
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Source: Author
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Die Mitarbeiter sollten in der Kanzlei 
angemessene Kleidung tragen und ein 
gepflegtes AuReres haben.
The employees should wear appropriate clothing 
and have a well-tended appearance.
Die Buroraumlichkeiten sollten ansprechend 
gestaltet sein.
The office premises should be nice and 
welcoming.
Die Gestaltung von Kanzleibroschuren- und 
Flyern sollte ansprechend sein.
The design of booklets and flyers should be 
appealing.
Die BurorSume sollten der Kanzlei angemessen 
sein.
The design of the office premises should 
correspond to the type of service.
Die Kanzlei sollte multidisziplingr ausgerichtet 
sein und sich nicht auf die Steuerberatung 
beschrSnken.
The approach of the company should be 
multidisciplinary and not only be focused on tax 
service.
Die Dienstleistung sollte auf die Bediirfnisse der 
Mandanten ausgerichtet sein.
Service performance should match the client's 
needs.
Die Anzahl der Mitarbeiter sollte so 
auskommlich sein, dass eine termingerechte und 
ordnungsgemSfte Erbringung der Dienstleistung 
gewahrleistet werden kann.
The number of employees should suffice to 
assure adequate service.
Die Berater der Kanzlei sollten von der 
Steuerberaterkammer zugelassene 
Steuerberater sein.
Any professional of the company should be 
admitted by the German Chamber of tax 
Consultants.
Die Schriftsatze und das Informationsmaterial 
der Kanzlei sollten klar und verstandlich 
formuliert sein.
Form letters and information material should be 
formulated clearly and understandable.
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Es ist wichtig, dass Zusagen, insbesondere 
Terminzusagen, immer eingehalten werden.
It is important that arrangements agreed upon 
are kept, especially concerning punctuality.
Die Erwartungen der Mandanten sollte durch die 
Einhaltung von Vereinbarungen erfOllt werden.
The customer's expectations should be fulfilled 
by adhering to agreements.
Urn eine korrekte Dienstleistung zu 
gewahrleisten ist eine fehlerfreie Annahme, 
Verarbeitung und Ubermittlung der 
Mandanteninformationen erforderlich.
In order to assure an authentic service 
performance, the receipt, the processing and 
the evaluation of client information must be 
conducted error-free.
Die Mitarbeiter mussen bezuglich des Mandats 
immer auf dem aktuellen Stand sein.
It is necessary that the staff is always up-to-date 
referring to the mandates of its clients.
Eine Oberpriifung der Literatur auf ihre 
Aktualitat ist nicht notwendig.
It is not necessary that technical literature is 
checked for actuality.
Es ist nicht notwendig, dass die Kanzlei uber eine 
grofce Anzahl von Fachliteratur verfugt.
It is not necessary that the company has a great 
number of technical literature at its disposal.
Es ist nicht notwendig, Soft- und Hardware auf 
ihre Aktualitat hin zu prufen.
It is not necessary that soft- and hardware are 
checked for actuality.
Es ist nicht notwendig, die Soft- und Hardware 
vor dem unerlaubten Zugriff Dritter zu schutzen.
It is not necessary to protect soft- and hardware 
from access by third parties.
Ein guter Ruf der Kanzlei ist nicht erforderlich. It is not essential for the company to have a 
good reputation.
Eine Anpassung der Soft- und Hardware auf die 
Organisationsabiaufe ist nicht notwendig.
It is not necessary to adapt soft- and hardware 
to the needs of the organisation.
Die Mitarbeiter sollten eine 
Hochschulausbildung absolviert haben und 
akademische Titel fuhren.
Staff should be academically educated and have 
academic titles/degrees.
Die Mitarbeiter mussen nicht uber spezifisches 
Fachwissen verfiigen, urn eine Dienstleistung 
angemessen zu erbringen.
It is not necessary that the staff possesses a lot 
of service specific knowledge to perform the 
service successfully.
Die Fahigkeit der Mitarbeiter das erlernte 
theoretische Wissen in die Praxis umsetzen zu 
konnen ist nicht notwendig.
It is not required that staff is able to put 
theoretical knowledge into practice.
Eine funktionierende interne 
abteilungsubergreifende Kommunikation ist 
nicht notwendig.
It is not necessary that internal communication 
is cross-departmental.
Die Mitarbeiter sollten dem Mandanten das 
Gefuhl vermitteln, dass die Bereitschaft eine 
angemessene Leistung zu erbringen vorhanden 
ist.
The staff should convince the client of its 
willingness to perform services in a timely 
manner.
Die Mitarbeiter sollten dem Mandanten stets 
freundlich und respektvoll gegeniibertreten.
The staff should always be obliging and treat the 
client respectfully.
Die Bearbeitungszeit sollte angemessen und im 
Einklang mit den Erwartungen der Mandanten 
stehen.
The processing time of the service provision 
should be adequate and in accordance with 
customer expectations.
Die Kanzlei sollte bei ihrer Arbeit die Bedurfnisse 
der Mandanten berticksichtigen.
Client needs should be taken into account during 
the consulting process.
Die Kanzlei solite sich gegenuber abweichenden 
Anforderungen des Mandanten als 
anpassungsfahig erweisen.
The responsiveness to changing customer 
requirements should be adequate.
Der Kunde sollte den Mitarbeitern vertrauen 
kbnnen.
The client should consider the staff to be 
trustworthy.
Es ist nicht notwendig, dass die Mitarbeiter dem 
Mandanten gegenuber zuvorkommend sind.
It is not required that the staff is obliging 
towards the clients.
Hinsichtlich der Individualist der Falle ist es 
notwendig, dass die Mitarbeiter jeden 
Mandanten mit EinfOhlungsvermogen stets so 
freundlich und hoflich wie mdglich behandeln.
With respect to the individuality of any case, it is 
not necessary that the staff treats every 
customer as friendly as possible.
Die Fahigkeit, die eigene Kompetenz dem 
Mandanten zu vermitteln ist nicht notwendig.
It is not necessary that the staff is able to 
convince the client of its competence.
Es ist nicht notwendig, dass die Kanzlei uber 
Mandanten-Referenzenlisten verfiigt.
It is not necessary that the company has a list of 
customer references.
Es ist nicht notwendig, dass die Kanzlei uber eine 
Referenzliste bereits erledigter Falle verfiigt.
It is not necessary that the company has a list of 
case references.
Es ist nicht notwendig, dass die Mitarbeiter 
jeden Fall individuell nach den spezifischen 
Anforderungen behandeln.
It is not necessary that the staff treats every case 
individually and according to its specific needs.
Es ist nicht notwendig, dass die Kanzlei uber ein 
gultiges ISO-Zertifikat verfugt.
It is not necessary that the company has a valid 
ISO certification.
Es ist nicht erforderlich, dass jeder Mandant 
mindestens einen persdnlichen Ansprechpartner 
hat.
It is not necessary that each client has at least 
one contact person within the staff.
Es kann erwartet werden, dass die Mitarbeiter 
jeden Mandanten unter Berucksichtigung seiner 
individuellen Bediirfnisse behandeln.
Each client and his specific needs should be 
cared for individually.
Es kann erwartet werden, dass die Kanzlei jedem 
Mandanten besondere Aufmerksamkeit schenkt.
Each client should be given particular attention 
by the company staff.
Die Kanzlei sollte mandantenfreundliche 
Gffnungszeiten haben.
The company should offer client-friendly 
business hours.
Es kann erwartet werden, dass die Mitarbeiter 
die persdnlichen Bediirfnisse der Mandanten 
kennen.
The staff should be aware of the client's needs.
Die Kanzlei sollte Termine auGerhalb der 
Burozeiten anbieten.
The company should also offer the possibility of 
appointments outside business hours.
Die Fahigkeit der Mitarbeiter, angemessen zu 
kommunizieren, ist nicht notwendig.
It is not necessary that each member of the staff 
is trained in communicative skills.
Es ist nicht erforderlich, dass die Kanzlei zur 
Kontaktaufnahme
Kommunikationsmdglichkeiten wie Telefon, Fax, 
email, usw. anbietet.
It is not required that the company offers 
different kinds of communication channels 
(phone, fax, email etc.) for contact purposes.
Die Kanzlei sollte Termine aufcerhalb der 
GeschaftsrSume anbieten.
The company should also offer the possibility of 
off-site appointments.
Es kann erwartet werden, dass die Kanzlei bereit 
ist, neben den vereinbarten Leistungen 
Zusatzleitungen zu erbringen.
In addition to the required outcome, the 
company should express its willingness to 
perform supplemental services.
Source: Repetition of translation
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Appendix D. Translation 3
Table 140: Translation from English into German by certified translator, "Translation 3"
The employees should wear appropriate 
clothing and should have a well-tended 
appearance.
Das Personal sollte adaquat gekleidet sein und 
ein gepflegtes AuBeres haben.
The office premises should be nice and 
welcoming.
Die Geschaftsraume sollten ansprechend 
gestaltet sein.
The design of booklet and flyers should look 
appealing.
Werbebroschuren und Handzettel sollten 
ansprechend gestaltet sein.
The office premises should be relevant to the 
type of service.
Die Geschaftsraume sollten der Art der Leistung 
entsprechen.
The office should be directed multidisciplinary 
and not only focus on tax advice.
Die Vorgehensweise der Kanzlei sollte 
fachgebietsiibergreifend und nicht nur auf den 
steuerlichen Bereich ausgerichtet sein.
The service performance should be relevant to 
the client's needs.
Die Leistung sollte den Kundenbediirfnissen 
entsprechen.
The number of employees should be sufficient 
to assure adequate services provision.
Die Anzahl der Beschaftigten sollte einen 
adaquaten Service gewahrleisten kdnnen.
All of the professionals of the law firm should be 
admitted by the tax advisor chamber.
Das gesamte Fachpersonal der Kanzlei sollte bei 
der Steuerberaterkammer zugelassen sein.
The form letters and the information material 
should be clearly and understandably 
formulated.
Standardbriefe und Informationsmaterial sollten 
klar und verstandlich formuliert sein.
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It is important that agreed upon promises are 
kept; for example punctuality.
Die Einhaltung von Vereinbarungen, 
insbesondere im Hinblick auf Punktlichkeit, ist 
wichtig.
The expectations of the customer should be 
fulfilled by adhering to agreements.
Erwartungen des Kunden mussen durch 
Einhaltung von Vereinbarungen erfullt werden.
In order to assure the authenticity of services it 
is necessary to provide an error free service in 
receiving, processing and reporting of client's 
information.
Fur die Gewahrleistung einer authentischen 
Leistung mQssen Empfang, Verarbeitung und 
Auswertung von Kundenlnformationen 
einwandfrei durchgefuhrt werden.
it is necessary that the staff always has up-to- 
date information about the mandate of the 
clients.
Das Personal muss im Hinblick auf die Mandate 
der Klienten stets auf dem aktuellen Stand sein.
It is not necessary that technical literature is 
controlled for its actuality.
Fachliteratur muss nicht auf Aktualitdt uberpruft 
werden.
It is not necessary that the law firm possesses a 
great number of technical literature at its 
disposal.
Es ist nicht erforderlich, dass die Kanzlei uber ein 
umfangreiches Sortiment an Fachliteratur 
verfugt.
It is not necessary that soft- and hardware are 
controlled for consistent updates.
Soft- und Hardware mussen nicht auf Aktualitat 
uberpruft werden.
It is not necessary to securely protect the soft- 
and hardware from access of third parties.
Soft- und Hardware mussen nicht vor Zugriffen 
durch Dritte geschutzt werden.
It is not necessary for the law firm to have a 
good reputation.
Fur die Kanzlei ist es nicht von hoher Bedeutung, 
dass sie einen guten Ruf hat.
It is not necessary to adapt the soft- and 
hardware to the needs of the organisation.
Soft- und Hardware mussen nicht an die 
BedOrfnisse der Organisation angepasst werden.
The staff should be academically educated and 
should have academic titles/degrees.
Das Personal sollte uber eine 
Hochschulausbildung und akademische 
Titel/Abschlusse verfiigen.
It is not necessary that the staff has a lot of 
service specific know-how to perform the 
service provision successfully.
Es ist nicht erforderlich, dass das Personal 
umfangreiche Erfahrungen im 
Dienstleistungsbereich vorweisen kann, um die 
Serviceleistung erfolgreich durchfQhren zu 
konnen.
It is not necessary that the staff is able to apply 
the theoretical education and know-how to 
practical real cases.
Das Personal muss in der Theorie erworbenes 
Fachwissen nicht in der Praxis umsetzen kdnnen.
It is not necessary that internal communication 
works across departments.
Es ist nicht erforderlich, dass die interne 
Kommunikation abteilungsObergreifend 
stattfindet
The staff should give the clients the impression 
that it is willing to provide a service in a timely 
manner.
Das Personal muss den Klienten den Eindruck 
vermitteln, dass es gewillt ist, eine Leistung 
innerhalb eines angemessenen Zeitraums 
erbringen zu wollen.
The staff should always be friendly towards the 
clients and act respectfully.
Das Personal muss den Klienten stets freundlich 
und respektvoll gegenuber stehen.
The processing time of the service provision 
should be adequate and in accordance with 
customer expectations.
Die Bearbeitungszeit sollte angemessen und im 
Einklang mit den Erwartungen der Mandanten 
stehen.
The advice of the law firm should take client 
needs into consideration.
Die Bedurfnisse des Klienten sollten in die 
Beratung durch die Kanzlei mit einfliefcen.
The responsiveness to changing customer 
requirements should be adequate.
Die Kanzlei sollte sich gegenuber abweichenden 
Anforderungen des Mandanten als 
anpassungsfahig erweisen.
The client should consider the staff to be 
trustworthy.
Der Klient soil den Eindruck erhalten, dass er 
dem Personal vertrauen kann.
It is not necessary that the staff is obliging 
towards the clients.
Es ist nicht erforderlich, dass das Personal den 
Klienten gegenuber zuvorkommend agiert.
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Considering the individuality of cases it is not 
necessary that the staff treats every customer as 
friendly and polite as possible.
Da jeder Fall individuell ist, ist es nicht 
erforderlich, dass das Personal jeden Kunden so 
freundlich wie mdglich behandelt.
It is not necessary that the staff is able to 
communicate its competence to the client.
Das Personal muss nicht dazu in der Lage sein, 
dem Klienten seine Kompetenz zu vermitteln.
It is not necessary that the law firm has a list of 
customer references.
Es ist nicht erforderlich, dass die Kanzlei eine 
Kundenreferenzliste vorweisen kann.
It is not necessary that the law firm has a list of 
case references.
Es ist nicht erforderlich, dass die Kanzlei Fall- 
Referenzen vorweisen kann.
It is not necessary that the staff treats every 
case individually concerning its specific needs.
Es ist nicht erforderlich, dass das Personal jeden 
Fall individuell und den Bedurfnissen 
entsprechend behandelt.
It is not necessary that the law firm has a valid 
ISO certification.
Es ist nicht erforderlich, dass die Kanzlei eine 
giiltige ISO-Zertifizierung vorweisen kann.
It is not necessary that each client has at least 
one staff member as contact person.
Es ist nicht erforderlich, dass jeder Klient 
wenigstens einen Ansprechpartner innerhalb 
des Personals hat.
It can be expected that the staff treats each 
client individually.
Das Personal sollte jeden Klienten individuell 
behandeln und dessen besondere Bediirfnisse 
beriicksichtigen.
It can be expected that the law firm will give 
each client a distinct attention.
Die Kanzlei sollte jedem Klienten besondere 
Aufmerksamkeit schenken
The law firm should offer client-friendly office 
hours.
Die Kanzlei sollte kundenfreundliche 
Geschaftszeiten anbieten.
It could be expected that the staff should know 
about the client's needs.
Das Personal sollte die Bedurfnisse seines 
Kunden kennen.
The law firm should offer appointments outside 
business hours.
Die Kanzlei sollte die Mdglichkeit anbieten, 
Termine auRerhalb der Geschaftszeiten 
stattfinden zu lassen.
It is not necessary that each member of the staff 
is trained adequately in communicative skills.
Es ist nicht erforderlich, dass die 
Kommunikationsfahigkeiten eines jeden 
Mitarbeiters entsprechend gefftrdert werden.
The law firm should not offer different kinds of 
comware like phone, fax, email, etc. for contact 
purposes.
Es ist nicht erforderlich, dass die Kanzlei 
unterschiedliche Kommunikationswege (Telefon, 
Fax, E-Mail, usw.) zur Kontaktaufnahme 
anbietet.
The law firm should offer appointments outside 
business premises.
Die Kanzlei sollte die Mdglichkeit anbieten, 
Termine auRerhalb der GeschSftsraume 
stattfinden zu lassen.
It can be expected that next to the required 
outcomes the law firm is willing to perform 
adjacent services.
Die Kanzlei sollte den Eindruck vermitteln, dass 
sie, iiber das erwunschte Resultat hinaus, 
zusStzliche Leistungen erbringen mochte.
Source: Repetition of translation
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Appendix E. Development of Questions for Investigation 2 from the Findings 
of Investigation 1
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Appendix F. Development of Questions for Investigation 2 by comparison of 
Translation
Table 187: Development of Issue 1.1
Professionals should wear appropriate clothing and 
should have a well-tended appearance.
BerufstrSger sollten in der Kanzlei angemessene 
Kleidung tragen und ein gepflegtes AuBeres haben.
The employees should wear appropriate1 clothing &te—MitorbeiterBerufstrager sollten in der Kanzlei 
agen und ein gepflegtesandProfessionais should have a well-tended smart 
appearance.
angemessene Kleidung tr 
AuBeres haben.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
v
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
Professionals should have a well-tended smart 
appearance.
Berufstrager sollten in der Kanzlei angemessene 
Kleidung tragen und ein gepflegtes AuBeres haben.
Source: Author
Table 187 shows only little variation by comparing Issue 1 and Issue 1.1. The term "staff" was 
replaced by "professionals". A new translation is therefore not necessary. The terms "wear 
appropriate clothing and should" in German "angemessene Kleidung tragen und" were rejected.
370
Table 188: Development of Issue 1.2
The staff should also wear appropriate clothing and 
should have a well-tended appearance.
Die Mitarbeiter sollten in der Kanzlei ebenfalls 
angemessene Kleidung tragen und ein gepflegtes 
AulSeres haben.
The empleveesstaff should wear appropriate 
clothing ond-sheuldalso have a well-tended smart 
appearance
Die Mitarbeiter sollten in der Kanzlei ebenfalls 
■ Kleidung- tragen-'-und ein gepflegtes 
es haben.
The staff should also have a well-tended smart 
appearance.
Die Mitarbeiter sollten in der Kanzlei ebenfalls ein 
gepflegtes Aufteres haben.
___ —
Source: Author
Table 188 shows only little variation by comparing Issue 1 and Issue 1.2. The term "employees" was 
replaced by the term "staff". Both terms are translated similar with "Mitarbeiter" (Pons dictionary, 
2005, p. 510). The term "also" was supplemented and is translated by "ebenfalls" (Pons dictionary, 
2005, p. 208). The terms "wear appropriate clothing and should" in German "angemessene Kleidung 
tragen und" were rejected.
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Table 189: Development of Issue 2.1
Source: Author
Table 189 shows only little variation by comparing Issue 2 with Issue 2.1. The terms "nice and 
welcoming" were replaced and specified by "tended". The term "tended" is translated with 
"gepflegt" (Pons dictionary, 2005, p. 316).
Table 190: Development of Issue 2.2
Source: Author
Table 190 shows only little variation by comparing Issue 2 with Issue 2.2. The terms "nice and 
welcoming" were replaced and specified by "comfortable". The term "comfortable" is translated with 
"komfortabel" (Pons dictionary, 2005, p. 440).
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Table 191: Development of Issue 2.3
The office premises should be serious. Die Buroraumlichkeiten sollten serids sein.
The office premises should be
woleomingserious.
The office premises should be serious. Die Buroraumlichkeiten sollten serids sein. 
__________________________________
Source: Author
Table 191 shows only little variation by comparing Issue 2 with Issue 2.1. The term "nice and 
welcoming" was replaced and specified by "serious". The term "serious" is translated with "serios" 
Pons dictionary, 2005, p. 696).
Table 192: Development of Issue 2.4
The office premises should be welcoming. Die BQroraumlichkeiten sollten einladend sein.
The office premises should be nice and welcoming. Die Buroraumlichkeiten sollten anspreehent
The office premises should be welcoming. Die Buroraumlichkeiten sollten einladend sein.
______________________________
Source: Author
Table 192 shows only little variation by comparing Issue 2 with Issue 2.4. The term "nice and" was 
rejected. The term "welcoming" (as single word) is translated with "einladend" (Pons dictionary, 
2005, p. 219)
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Table 193: Development of Issue 2.5
The office premises should be modern. Die BurorSumlichkeiten sollten modern sein.
j I9 M H H  H  *
The office premises should be niceond 
wolcommemodern.
Die Biiroraumlichkeiten sollten aespfeehend 
gestaketmodern sein.
The office premises should be modern. Die Biiroraumlichkeiten sollten modern sein.
Source: Author
Table 193 shows only little variation by comparing Issue 2 with Issue 2.5. The term "nice and 
welcoming" was replaced and specified by "modern". The term "modern" is translated with 
"modern" (Pons dictionary, 2005, p. 514).
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The content of booklet and flyers should be 
informative.
Der Inhalt von Kanzleibroschuren- und Flyern sollte 
informativ sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
The destencontent of booklet and fivers should Jeefc 
aeeeeUftfirbe informative.
Die-€estaltungPer Inhalt von Kanzleibroschuren- und 
Flvern sollte ansBFeehendinformativ sein.
■ ■ ■ ■ ■
The content of booklet and flyers should be 
informative.
Der Inhalt von Kanzleibroschuren- und Flyern sollte 
informativ sein.
Source: Author
Table 194 shows only little variation by comparing Issue 3 with Issue 3.1. The term "look appealing" 
was replaced and specified by "be informative". The term "informative" is translated with 
"informativ" (Pons dictionary, 2005, p. 403) and "be" is translated with "sein" (Pons dictionary, 2005, 
p. 652). "The design" was rejected and replaced by "The content", which is translated by "Der Inhalt" 
(Pons dictionary, 2005, p. 403).
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The content of booklet and flyers should be 
understandable.
Der Inhalt von Kanzleibroschuren- und Flyern sollte 
verstandlich sein.■■■■■■■■■■■■HR■■■■■■■■■■■■■■I
The desigRcontent of booklet and fivers should leek 
opoeoliRg.be understandable.
Die CestaltuRgDer Inhalt von Kanzleibroschuren- und 
Flvern sollte aftspr-echendverstandlich sein.
■■■■■■■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ A
V V
The content of booklet and flyers should be 
understandable.
Der Inhalt von Kanzleibroschuren- und Flyern sollte 
verstandlich sein.
Source: Author
Table 195 shows only little variation by comparing Issue 3 with Issue 3.2. The term "look appealing" 
was replaced and specified by "be understandable". The term "understandable" is translated with 
"verstandlich" (Pons dictionary, 2005, p. 779) and "be" is translated with "sein" (Pons dictionary, 
2005, p. 652). "The design" was rejected and replaced by "The content", which is translated by "Der 
Inhalt" (Pons dictionary, 2005, p. 403).
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Table 196: Development of Issue 5.1
The approach of the law firm should be 
multidisciplinary and also focused on audit advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich auch auf die Wirtschaftsprufung fokussieren.
!■ ■ ■ ■ ■ ■ ■ !■ ■ ■ ■ ■
The approach of the law firm should be 
multidisciplinary and not onlvalso focused on a-tax 
sefviee.audit advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich ftiebtauch auf die Steuerberotung 
be^ranke^Wirtschaftsprufung fokussieren.i ;
■ ■ ■ ■  |■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■
*
■n ■  \
The approach of the law firm should be 
multidisciplinary and also focused on audit advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich auch auf die Wirtschaftsprufung fokussieren.
Source: Author
Table 196 shows only little variation by comparing Issue 5 with Issue 5.1. The negations "not" and 
"nicht" were rejected and replaced by "also", which is translated by "auch" (Pons dictionary, 2005, p. 
60). The "tax service" was to replaced by "audit advice", which is translated by "Wirtschaftsprufung" 
(Pons dictionary, 2005, p. 822).
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Table 197: Development of Issue 5.2
The approach of the law firm should be 
multidisciplinary and also focused on legal advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich auch auf die Rechtsberatung fokussieren.
■ ■ ■ ■ ■ ■ ■ ■ I ! ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ 1
The approach of the law firm should be 
multidisciplinary and net-onlvalso focused one-tax
service-.legal advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein
und sich mebtauch auf die Steuer beratung 
besehraaken.Rechtsberatung fokussieren.
>
The approach of the law firm should be 
multidisciplinary and also focused on legal advice.
Die Kanzlei sollte multidisziplinar ausgerichtet sein 
und sich auch auf die Rechtsberatung fokussieren.
Source: Author
Table 197 shows only little variation by comparing Issue 5 with Issue 5.2. The negations "not" and 
"nicht" were rejected and replaced by "also", which is translated by "auch" (Pons dictionary, 2005, p. 
60). The "tax service" was to be replaced by "legal advice", which is translated by "Rechtsberatung" 
(Pons dictionary, 2005, p. 590).
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It is necessary that every professional always has 
up-to-date information about all mandates.
Die Berufstrager mussen bezuglich aller Mandate 
immer auf dem aktuellen Stand sein.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is necessarv that the staffeverv professional 
always has up-to-date information about tbe
mafvdate of-theetienterall mandates.
Die Mitarbeiter-Berufstrager mOssen bezuglich . . 
Mondotsaller Mandate immer auf dem aktuellen 
Stand sein.
■ ■■■■H i
■ ■ ■ ■ ■ ■ ■ ■ b
It is necessary that every professional always has 
up-to-date information about all mandates.
Die Berufstrager mussen bezuglich aller Mandate 
immer auf dem aktuellen Stand sein.
Source: Author
Table 198 shows only little variation by comparing Issue 13 with Issue 13.1. The term "the staff" was 
rejected and replaced by "every professional", which is translated by "jeder Berufstrager" (Pons 
dictionary, 2005, p. 704). The term "the mandate of the clients" was replaced by "all mandates", 
which is translated by "alle Mandanten" (Pons dictionary, 2005, p. 492).
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Table 199: Development of Issue 13.2
It is necessary that every professional always has 
up-to-date information about the mandate of their 
clients.
Die Berufstrager miissen beziiglich ihres Mandats 
immer auf dem aktuellen Stand sein.
■ ■ ■ ■ ■ ■
It is necessarv that the staffeverv professional 
always has up-to-date information about the 
mandate of clients.
Die MitafbeiterBerufstrager mussen bezuglich 
desihres Mandats immer auf dem aktuellen Stand 
sein.
■ ■ ■ ■
V V
It is necessary that every professional always has 
up-to-date information about the mandate of their
clients.
Die Berufstrager mussen bezGglich ihres Mandats 
immer auf dem aktuellen Stand sein.
Source: Author
Table 199 shows only little variation by comparing Issue 13 with Issue 13.2. The term "the staff" was 
rejected and replaced by "every professional", which is translated by "jeder Berufstrager" (Pons 
dictionary, 2005, p. 704) and specified by the pronom "their" which is translated by "ihre" and "ihres" 
(Pons dictionary, 2005, p. 399).
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Table 200: Development of Issue 13.3
It is necessary that the staff always has up-to-date 
information about all mandates.
Die Mitarbeiter mussen bezuglich alter Mandate 
immer auf dem aktuellen Stand sein.
It is necessary that the staff always has up-to-date Die Mitarbeiter mussen bezuglich des Mandotsaller 
Mandate immer auf dem aktuellen Stand sein.
b h h
<
It is necessary that the staff always has up-to-date 
information about all mandates.
Die Mitarbeiter miissen bezuglich aller Mandate 
immer auf dem aktuellen Stand sein.
Source: Author
Table 200 shows only little variation by comparing Issue 13 with Issue 13.3. The term "the mandate 
of the clients" was replaced by "all mandates", which is translated by "alle Mandanten" (Pons 
dictionary, 2005, p. 492).
Table 201: Development of Issue 13.4
It is necessary that the staff always has up-to-date 
information about the mandates of their clients.
Die Berufstrager mussen bezuglich ihres Mandats 
immer auf dem aktuellen Stand sein.
■ ■ ■ ■ ■ ■ ■ ■ I H ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is necessary that the staff always has up-to-date 
information about the mondatemandates of 
thetheir clients.
Die MitarbeiterBerufstrager mussen bezuglich 
desihres Mandats immer auf dem aktuellen Stand 
sein.
V
■ ■ ■ ■ h h h m H
It is necessary that the staff always has up-to-date 
information about the mandates of their clients.
Die Berufstrager mussen bezuglich ihres Mandats 
immer auf dem aktuellen Stand sein.
Source: Author
Table 201 shows only little variation by comparing Issue 13 with Issue 13.2. The pronom "their" 
which is translated by "ihre" and "ihres" (Pons dictionary, 2005, p.399) replaced the article "the".
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Table 202: Development of Issue 13.5
It is necessary that every professional always has 
actual information about the respective branch of 
their clients.
Die Berufstrager mussen bezuglich der jeweiligen 
Branche ihres Mandats immer auf dem aktuellen 
Stand sein.
ComptHtonb-twton Scarce amd.ssu, >3
It is necessarv that the stoffeverv professional 
alwavs has up- to-dateactual information about the
roandaterespective branch of thetheir clients.
Die Mkar betterBerufstrager mussen bezuglich desder 
ieweilieen Branche ihres Mandats immer auf dem 
aktuellen Stand sein.■■■■■■
V V
■■■■■■■■■■■■■WKHMHHRKtK/KEBKKM
It is necessary that every professional always has 
actual information about the respective branch of 
their clients.
Die Berufstrager mussen bezuglich der jeweiligen 
Branche ihres Mandats immer auf dem aktuellen 
Stand sein.
Source: Author
Table 202 shows only little variation by comparing Issue 13 with Issue 13.5. The term "the staff" was 
rejected and replaced by "every professional", which is translated by "jeder Berufstrager" (Pons 
dictionary, 2005, p. 704) and specified by the pronom "their" which is translated by "ihre" and "ihres" 
(Pons dictionary, 2005, p. 399). The term "mandate" was rejected and replaced by "respective 
branch", which is translated by "jeweilig(en) Branche" (Pons dictionary, 2005, p. 765, 93). The term 
"up-to-date" was rejected and replaced by "actual", which is translated by "aktuell(en)" (Pons 
dictionary, 2005, p. 10). Due to German grammar, it was necessary to implement a pronom "der", 
which is translated by "the"(- asking for which branch).
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Table 203: Development of Issue 13.6
It is necessary that the staff always has actual 
information about the respective branch of their 
clients.
Die Berufstrager mussen bezuglich der jeweiligen 
Branche ihres Mandats immer auf dem aktuellen 
Stand sein.
It is necessary that the staff always has up-te- 
dateactual information about the
mondaterespective branch of thetheir clients.
Die MitarbeiterBerufstrager mOssen bezuglich desder 
ieweiligen Branche ihres Mandats immer auf dem 
aktuellen Stand sein.
v
It is necessary that the staff always has actual 
information about the respective branch of their 
clients.
Die Berufstrager mussen bezuglich der jeweiligen 
Branche ihres Mandats immer auf dem aktuellen 
Stand sein.
Source: Author
Table 203 shows only little variation by comparing Issue 13 with Issue 13.6. The term "mandate" was 
rejected and replaced by "respective branch", which is translated by "jeweilig(en) Branche" (Pons 
dictionary, 2005, p. 765, 93). The term "up-to-date" was rejected and replaced by "actual", which is 
translated by "aktuell(en)" (Pons dictionary, 2005, p.10). Due to German grammar, it was necessary 
to implement a pronom "der", which is translated by "the"(- asking for which branch).
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It is necessary for the law firm to have a good 
reputation as decision aid for new clients.
Ein guter Ruf der Kanzlei ist erforderlich als 
Entscheidungshilfe fur neue Mandanten.
| Comparison b.tw«n Sou*. and l»ue 18
It is net-necessary for the law firm to have a good 
reDutationr as decision aid for new clients.
Ein guter Ruf der Kanzlei ist fHeht-erforderlichT als
EntscheidunRshiife fur neue Mandanten.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ! ! ■ ■ ■ ■ ■ ■
h h h h h h h h h
It is necessary for the law firm to have a good 
reputation as decision aid for new clients.
Ein guter Ruf der Kanzlei ist erforderlich als 
Entscheidungshilfe fur neue Mandanten.
Source: Author
Table 204 shows only little variation by comparing Issue 18 with Issue 18.1. The term "as decision aid 
for new clients" was supplemented. The term "as" is translated by "als" (Pons dictionary, 2005, p. 
29), the term "decision aid" is translated as "Entscheidungshilfe" (Pons dictionary, 2005, p. 208, 20), 
"for" is translated by "fur" (Pons dictionary, 2005, p. 294) and "new clients" is translated by "neue 
Mandanten". (Pons dictionary, 2005, p.534; Woywode, 2000, p. 182).
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Table 205: Development of Issue 18.2
It is necessary for the law firm to have a good 
reputation for word-of-mouth advertising.
Ein guter Ruf der Kanzlei ist erforderlich fur 
Mundpropaganda.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is ftot-necessary for the law firm to have a good 
reputation? for word-of-mouth advertising.
Ein guter Ruf der Kanzlei ist mete-erforderlich? fur
Mundpropaganda.
■ ■ ■ ■ ■ ■
V V
| Pin*! version English
It is necessary for the law firm to have a good 
reputation for word-of-mouth advertising.
Ein guter Ruf der Kanzlei ist erforderlich fur 
Mundpropaganda.
Source: Author
Table 205 shows only little variation by comparing Issue 18 with Issue 18.2. The term "word-of- 
mouth advertising" was supplemented. The term "for" is translated by "fur" (Pons dictionary, 2005, 
p. 294), the term "word-of-mouth advertising" is translated by "Mundpropaganda" (Pons dictionary, 
2005, p.520).
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Table 206: Development of Issue 18.3
It is necessary for the law firm to have a good 
reputation to receive recommendations.
Ein guter Ruf der Kanzlei ist erforderlich urn 
Empfehlungen zu erhalten.■■■■■■■■■■■■■■■■■■■■■■■■■I
It is wet-necessary for the law firm to have a good 
reDutatiom to receive recommendations.
Ein guter Ruf der Kanzlei ist wtete-erforderlichT urn
Empfehlungen zu erhalten.
* )« (« » mmmm 8HHI
V
It is necessary for the law firm to have a good 
reputation to receive recommendations.
Ein guter Ruf der Kanzlei ist erforderlich urn 
Empfehlungen zu erhalten.
Source: Author
Table 206 shows only little variation by comparing Issue 18 with Issue 18.3. The term "to receive 
recommendations" was supplemented. The term "recommendations" is translated by 
"Empfehlungen" (Pons dictionary, 2005, p.234), and the term "to receive" is translated by "zu 
erhalten" (Pons dictionary, 2005, p.247). Due to German grammar, it was necessary to implement a 
proposition "urn", which is translated by "at" (Pons dictionary, 2005, p.729).
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Table 207: Development of Issue 20.1
The professionals should be academically educated 
and should have academic titles/degrees.
Die Berufstrager sollten eine Hochschulausbildung 
absolviert haben und akademische Titel fuhren.
1 — i f  H B
The sta#professionals should be academically 
educated and should have academic titles/degrees.
Die MftorbeiterBerufstrSger sollten eine 
Hochschulausbildung absolviert haben und 
akademische Titel fuhren.
V
The professionals should be academically educated 
and should have academic titles/degrees.
Die Berufstrager sollten eine Hochschulausbildung 
absolviert haben und akademische Titel fuhren.
Source: Author
Table 207 shows only little variation by comparing Issue 20 with Issue 20.1. The term "staff" was 
rejected and replaced by "professionals", which is translated by "Berufstrager" (Pons dictionary, 
2005, p.704).
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Table 208: Development of Issue 21.1
It is necessary that the professionals have a lot of 
service specific know-how to perform the service 
provision successfully.
Es ist erforderlich, dass die Berufstrager 
umfangreiche Erfahrungen im Dienstleistungsbereich 
vorweisen kann, urn die Serviceleistung erfolgreich 
durchfuhren zu kdnnen.
It is «&t-necessarv that the staff hasprofessionals 
have a lot of service specific know-how to perform 
the service provision successfully.
Es ist : -erforderlich, dass d-as—-Pefsenaldie 
Berufstrager umfangreiche Erfahrungen im 
Dienstleistungsbereich vorweisen kann, urn die 
Serviceleistung erfolgreich durchfuhren zu konnen.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
V V
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is necessary that the professionals have a lot of 
service specific know-how to perform the service 
provision successfully.
Es ist erforderlich, dass die Berufstrager 
umfangreiche Erfahrungen im Dienstleistungsbereich 
vorweisen kann, urn die Serviceleistung erfolgreich 
durchfuhren zu konnen.
Source: Author
Table 208 shows only little variation by comparing Issue 21 with Issue 21.1. The negations "not" and 
"nicht" were rejected. The term "staff" was rejected and replaced by "professionals", which is 
translated by "Berufstrager" (Pons dictionary, 2005, p.704). Due to German grammer, the article 
"der" = masculine was to replace by "die" = feminine, whereas both articles were translated equally 
by "the" (Pons dictionary, 2005, p.185).
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Table 209: Development of Issue 21.1
It is necessary that the staff has a lot of service 
specific know-how to perform the service provision 
successfully.
Es ist erforderlich, dass das Personal umfangreiche 
Erfahrungen im Dienstleistungsbereich vorweisen 
kann, um die Serviceleistung erfolgreich durchfuhren 
zu konnen.
It is-ft«t necessary that the staff has a lot of service 
specific know-how to perform the service provision 
successfully.
Es ist -mete erforderlich, dass das Personal 
umfangreiche Erfahrungen im Dienstleistungsbereich 
vorweisen kann, um die Serviceleistung erfolgreich 
durchfuhren zu kfinnen.
■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
V V
Fir al v irio n  eng! tfl ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is necessary that the staff has a lot of service 
specific know-how to perform the service provision 
successfully.
Es ist erforderlich, dass das Personal umfangreiche 
Erfahrungen im Dienstleistungsbereich vorweisen 
kann, um die Serviceleistung erfolgreich durchfuhren
zu kbnnen.
Source: Author
Table 209 shows only little variation by comparing Issue 21 with Issue 21.2. The negations "not" and 
"nicht" were rejected.
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Table 210: Development of Issue 32.1
It is necessary that the staff is able to communicate 
its competence to the client through previous 
service.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
vor Erbringung der Dienstleistung zu vermitteln ist 
notwendig.
■ ■ ■ ■ ■ ■ ■ H H H H H
It is~ne? necessary that the staff is able to 
communicate its competence to the client through
previous service.
Die Fahigkeit, die eigene Kompetenz dem Mandanten
vor Erbringung der Dienstleistung zu vermitteln ist 
mebt-notwendig.
■ ■ ■ ■ ■ ■ ■ I H ^ H ■ ■ ■ ■ ■
V V
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ H i ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ^ j
It is necessary that the staff is able to communicate 
its competence to the client through previous 
service.
Die FShigkeit, die eigene Kompetenz dem Mandanten 
vor Erbringung der Dienstleistung zu vermitteln ist 
notwendig.
Source: Author
Table 210 shows only little variation by comparing Issue 32 with Issue 32.1. The negations "not" and 
"nicht" were rejected. The term "previous service provision" was supplememted. The term 
"previous" is translated by "vor" (Pons dictionary, 2005, p.698), "service" is translated by 
"Dienstleistung" (Pons dictionary, 2005, p.186) and "provision" is translated by " Erbringung". The 
article "der", which is translated by "the" (Pons dictionary, 2005, p. 185), has to be added due to 
German grammar.
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Table 211: Development of Issue 32.2
It is necessary that the staff is able to communicate 
its competence to the client through service.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
durch die Erbringung der Dienstleistung zu vermitteln 
ist notwendig.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ I
It is-net necessary that the staff is able to 
communicate its competence to the client through
;-v:.
Die Fahigkeit, die eigene Kompetenz dem Mandanten
durch die Erbringung der Dienstleistung zu vermitteln 
ist fHeht-notwendig.
* V
It is necessary that the staff is able to communicate 
its competence to the client through service.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
durch die Erbringung der Dienstleistung zu vermitteln 
ist notwendig.
Source: Author
Table 211 shows only little variation by comparing Issue 32 with Issue 32.2. The negations "not" and 
"nicht" were rejected. The term "through service provision" was supplememted. The term "through" 
is translated by "durch" (Pons dictionary, 2005, p. 200), "service" is translated by "Dienstleistung" 
(Pons dictionary, 2005, p. 186) and "provision" translated by " Erbringung". The article "der", which is 
translated by "the" has to be added due to German grammar.
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Table 212: Development of Issue 32.3
It is necessary that the staff is able to communicate 
its competence to the client through results of work.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
durch Arbeitsergebnisse zu vermitteln ist notwendig.
■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■ ■
It is necessary that the staff is able to 
communicate its competence to the client through
results of work.
Die Fahigkeit, die eigene Kompetenz dem Mandanten
durch Arbeitsergebnisse zu vermitteln ist weht 
notwendig.
I 9 H H ■ ■ ■ ■ ■
V
It is necessary that the staff is able to communicate 
its competence to the client through results of work.
Die Fahigkeit, die eigene Kompetenz dem Mandanten 
durch die Erbringung der Dienstleistung zu vermitteln 
ist notwendig.
Source: Author
Table 212 shows only little variation by comparing Issue 32 with Issue 32.3. The negations "not" and 
"nicht" were rejected. The term "through results" was supplememted. The Term "through" is 
translated by "durch" (Pons dictionary, 2005, p. 200), and "results" is translated by 
"Arbeitsergebnis(se)" (Pons dictionary, 2005, p. 247).
392
Table 213: Development of Issue 37.1
It is necessary that each client has at least one 
professional as contact person.
Es ist nicht erforderlich, dass jeder Mandant 
mindestens einen personlichen Ansprechpartner hat.
i i D m pifuw bM M n■ ■ H H K 9 a ■ ■ ■ ■
It is fvet-necessary that each client has at least one
staff momberprofessional as contact person
Es ist nicht erforderlich, dass jeder Mandant 
mindestens einen Berufstrager als oersonlichen 
Ansprechpartner hat.
■ ■ ■ ■ ■ ■ | ■ ■ ■ ■
V V
M M H M M n H
It is necessary that each client has at least one 
professional as contact person.
Es ist nicht erforderlich, dass jeder Mandant 
mindestens einen persfinlichen Ansprechpartner hat.
Source: Author
Table 213 shows only little variation by comparing Issue 37 with Issue 37.1. The negations "not" and 
"nicht" were rejected. The term "staff member" was rejected and replaced by "professional", which 
is translated by "Berufstrager" (Pons dictionary, 2005, p.704).
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Table 214: Development of Issue 41.1
It could be expected that the professionals should 
know about the client's needs.
Es kann erwartet werden, dass die Berufstrager die 
personlichen Bedurfnisse der Mandanten kennen.
It could be expected that the staffprofessionals 
should know about the client's needs.
Es kann erwartet werden, dass die 
II  die persdnlichen Bedurfnisse
der Mandanten kennen.
It could be expected that the professionals should 
know about the client's needs.
Es kann erwartet werden, dass die Berufstrager die 
personlichen Bedurfnisse der Mandanten kennen.
Source: Author
Table 214 shows only little variation by comparing Issue 41 with Issue 41.1. The term "staff" was 
rejected and replaced by "professionals", which is translated by "Berufstrager" (Pons dictionary, 
2005, p.704).
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The law firm should offer phone for contact 
purposes.
Es ist erforderlich, dass die Kanzlei zur 
Kontaktaufnahme Telefonservice anbietet.
The law firm should offer s^ c. 
comware like phone, fax> email/ etc; for contact 
purposes.
Es ist erforderlich, dass die Kanzlei zur 
Kontaktaufnahme Kommunikotionsmogliehkeiten wie 
■' ■ - v- ■.■'■ror : anbietet.
The law firm should 
purposes.
offer phone for contact Es ist erforderlich, dass die Kanzlei zur 
Kontaktaufnahme Telefonservice anbietet.
Source: Author
Table 215 shows only little variation by comparing Issue 44 with Issue 44.1. The negations "not" and 
"nicht" were rejected. Different kinds of comware were separated into similar questions. The 
comware "telephone" was supplemented by "service", which is translated by "Telefonservice" (Pons 
dictionary, 2005, p.609).
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Table 216: Development of Issue 44.2
The law firm should offer fax for contact purposes. Es ist erforderlich, dass die Kanzlei zur Kontaktaufnahme Telefaxservice anbietet.
, ComptrlKjn Sour** and Translation 2
The law firm should not-offer differont-kinds ef 
eomwofe like phone,-fax? email, etc. for contact 
purposes.
Es ist ^--erforderlich, dass die Kanzlei zur 
Kontaktaufnahme Kemmwikotionsmoglichkeiten wio 
Telefonv Pax, email, usw.Telefaxservice anbietet.
■ ■ ■ ■ I ■ ■
>
The law firm should offer fax for contact purposes. Es ist erforderlich, dass die Kanzlei zur Kontaktaufnahme Telefaxservice anbietet.
Source: Author
Table 216 shows only little variation by comparing Issue 44 with Issue 44.2. The negations "not" and 
"nicht" were rejected. Different kinds of comware were separated into similar questions. The 
comware "fax" was supplemented by "service", which is translated by "Telefaxservice" (Woywode, 
2000, p. 609).
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The law firm should offer email/Internet for contact 
purposes.
Es ist erforderlich, dass die Kanzlei zur 
Kontaktaufnahme E-Mail Service anbietet.
The law firm should net-oFfer different kinds of 
email,-eter for contact
Es ist mete -erforderlich, dass die Kanzlei zur
C U l  1 i W u (  v* |JI l U i  i
purposes. Teleforv/Eaxi email; usw-.E-Mail Service anbietet.
■ ■ ■ ■ ■ ■ ■ ■ H i■ ■ ■
V V
H H K H M H M M H B H K i
The law firm should offer email/internet for contact 
purposes.
Es ist erforderlich, dass die Kanzlei zur 
Kontaktaufnahme E-Mail Service anbietet.
Source: Author
Table 217 shows only little variation by comparing Issue 44 with Issue 44.1. The negations "not" and 
"nicht" were rejected. Different kinds of comware were separated into similar questions. The 
comware "email" was supplemented by "service", which is translated by "E-Mail Service" (Woywode, 
2000, p. 609).
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Table 218: Development of Issue 46.1
It could be expected that next to the required 
outcomes the law firm offers active consulting to 
perform adjacent services.
Es kann erwartet werden, dass die Kanzlei bereit ist, 
neben den vereinbarten Leistungen, aktiv zu beraten 
urn Zusatzleitungen zu erbringen.
It could be expected that next to the required 
outcomes the law firm «—w+Umgoffers active 
jiting to perform adjacent services.
Es kann erwartet werden, dass die Kanzlei bereit ist, 
neben den vereinbarten Leistungen, aktiv zu beraten 
Zusatzleitungen zu erbringen.
It could be expected that next to the required 
outcomes the law firm offers active consulting to 
perform adjacent services.
Es kann erwartet werden, dass die Kanzlei bereit ist, 
neben den vereinbarten Leistungen, aktiv zu beraten 
um Zusatzleitungen zu erbringen.________________
Source: Author
Table 218 shows only little variation by comparing Issue 46 with Issue 46.1. The term "active 
consulting" was added. The term "active" is translated by "aktiv" and "consulting" is translated by 
"beraten" (Pons dictionary, 2005, p.118). The sentence was supplemeted by the preposition "zu", 
which is translated by "toward(s)" (Pons dictionary, 2005, p. 973) due to German grammar.
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Table 219: Development of Issue 46.2
It could be expected that next to the required 
outcomes the law firm offers adjacent services due 
to requests.
Es kann erwartet werden, dass die Kanzlei neben den 
vereinbarten Leistungen Zusatzleitungen zu erbringen 
anbietet
It could be expected that next to the required 
outcomes the law firm is- willing to performoffers
Es kann erwartet werden, dass die Kanzlei bereit ist; 
neben den vereinbarten Leistungen Zusatzleitungen 
erbringenr anbietet
It could be expected that next to the required 
outcomes the law firm offers adjacent services due 
to requests.
Es kann erwartet werden, dass die Kanzlei neben den 
vereinbarten Leistungen Zusatzleitungen zu erbringen 
anbietet
Source: Author
Table 219 shows only little variation by comparing Issue 46 with Issue 46.2. The term "is willing to 
perform" was rejected and replaced by "offers", which is translated by "anbietet" (Pons dictionary, 
2005, p.33).
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Appendix G. Questionaire Survey in German
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Appendix H. SPSS output of quantitative findings
Table 221: Total variance explained at seven-factor solution
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